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looks good 
to US... 


how about you? 


ONE REASON: New Basic Sets. 
New set combinations of the basic place 
setting pieces, plus matched serving pieces, 
at new, low prices. 
Silver your customer needs—and will buy 
now — for today’s living. 


The prettiest, most popular patterns in 
silverplate today—famous 1847 Rogers Bros. 
quality. 


New Basic Sets can make your spring fig- 
ures look mighty good! 

See your Approved Wholesale Distribu- 
tor for complete details. Ask him about the 
new Counter Merchandiser and our new re- 
tail-type advertising in local newspapers. Or 
write directly to Adv. Dept., International 
Silver Company, Meriden, Connecticut. 
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Counter Merchandiser s ew 
Complete “*1847"’ iil iL a. 
department features . . Hii; j Raabe 
Basic Sets, ae tc 

ne i? ‘ : 
shows patterns, y , 
variety of sets tp yi a 
and prices. 5, * 4. 
FREE with : —_ 
purchase of No. 
103 unit shown. 


IB47 ROGERS BROS. 
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~ Model also wearing 10 ct. Mar- 
‘quise diamond ring, 35 ct. dia- 
mond bracelet, 30 ct. diamond 
necklace, 7'4 ct. diamond ear- 
tings. All avoilable on memo. 


SsOUuUIG Weal 


"4 } LDfamonds 


wherever she goes 


Diamonps of unmatched pride and beauty that will 
distinguish the wearer now and forever are available 
at all times from William Levine Company. 

At your request, a selection from the world’s most 
beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 


W liam |_Levine Com pany 


importers and Cutters of Fine Diamonds 
29 E. Madison St., Chicago 2, Illinois Phone CEntral 6-3700 
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CIRCULAR-KEYSTONE 


APRIL 1958 


The diamond on the cover shows the ‘‘theme’ 
of this month's issue. The talk you give your 
customers can be brilliant as a ‘brilliant’ or 
rough as “rough.” You'll find some helpful 
hints from Dorothy Dignam, starting on page 
56. And June will be here soon ... is it 
possible to know what gifts high-school gradu- 
ates prefer? Look at page 80. And on that 
much disputed subject of instalment selling 

. see what William Wagner has to say, on 
page 76. 


Speaking of the Jewelry Trade 53 


What Engaged Couples Want to Know About 
Diamonds, by Dorothy Dignam 56 


Advertising Sterling Silver—from Beans to 


Breakfast 66 
Briefly—Late and Important 166 


News of the Industry 169 


MERCHANDISING AND PROMOTION 


What’s What In Inventory, by William Scheibel 60 
Your Diamonds in Public, By Gladys Babson Hannaford 72 
Piercing Without Pain—to Protect Precious Earrings 74 
More Instalment Selling a 1958 Must for Retail Jewelry 
Business, by William Wagner 76 
Graduation Time: A Gold Mine for Jewelers 80 
A Little Show Can Make Your Grow 82 
Design Techniques, by Jack Harriton 8&8 
The Coming of Age of Synthetic Gems 104 
The Fifth “C,” by Jerry Gewirtz 118 
The Romance of Rings, by James McCarthy 124 
Special Displays for Special Days in Spring, 
by Virginia Dixon 134 
Eyes Front!—for Tableware 146 


TABLE TOP FASHIONS 


Table Top Fashions 151 
China, Glass & Giftwares, by Madeline Love 158 


TECHNICAL 
From Chrysobery! to Corundum, 
by Dr. Frederick H. Pough 112 


Solutions for Ultrasonic Cleaning 196 
The Longines Backwind Watch, by Henry B. Fried 198 


DEPARTMENTS 


Letters 94 
They’re New 137 
Coming Events 185 
Manufacturers’ News 188 
Editorial 212 














Chatham Cultured Emeralds 
set in yellow gold with 
diamonds. Sg 


Pa 
f° 
t . 
: 
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All prices Keystone 


THIS AD APPEARED IN THE MARCH ISSUE OF VOGUE MAGAZINE 
AND WAS READ BY MORE THAN 21, MILLION WOMEN 


The fashion and style conscious women who read this ad a pin “1 Free ng a “ P 
ee 200 ring by Kirchner emish, Minneapolis, Minn. 
ae gee to ask to see Chatham Emeralds gee they are $600 oian by Green & Co. N.Y. P 
going to ask you to show them. For a memorandum selec- $850 ring by Jones & Woodland, Newark, N. J. 
tion and further information on how you can promote this $800 ring by F. & F. Felger, Newark, N. J. 
profitable stone write: Dept. A, Chatham Cultured Emeralds, $1750 bracelet by Wm. Chalson & Co., N.Y.C. 
580 5th Ave., N.Y.C.—A division of Ipekdjian, Inc. $370 pin by Fisher & Co., Newark, N. J. 





You'll thrill at this ‘‘New- 

Found’’ ease in getting up 

with a smile. Just imagine ... 

a gentle nudge by 8 soothing 

intermittent rings enables you to 

arise... without disturbing your 

loved ones, or neighbors. 

That’s not all! If necessary, a contin- 

uous ring then follows ... for the heavy 
sleeper. Like having your own ‘‘Personal Valet !'’ 


PHINNEY WALKER 
Division of Semca Clock Co. Inc. 
30 Irving Place - New York 3, N. Y. 


Catalog on request Consult your wholesaler 


West Coast prices slightly higher 


"Making Time" for more 
than 40 years 


Gentle awakening... 
Cheerful ‘‘Good morning”’. . . 
Compactness ... 
Reliability... 


MODEL PW 56. 

30-hour Boudoir-Desk-Travel- 
Repeater Alarm. 

Sturdy Texol case with 

gilt trim. 

Raised giit figures, hour 
indicators, luminous 

hour dots, hands. 
COLORS: tan, brown alligator, 
blue, red. 

SIZE: 3x2-%%” 


$95 


Canadian Branch: Semca Clock & Watch Co. Ltd. 
103 Richmond St. East, Toronto |, Canada 


Copyright 1958 
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~ “Carolyn” 


“Deborah” 


NEW! LOW-PRICED 


Pam ae. a 
Perfect mock ret ond 


interlocking bridal pairs ‘ 


er 


“Blanche” 

















“Helen” 





ee 
“Charlotte” 





with the patented “Flip-grip™ Yair) 


Patent No 
2,809,502 





“Milicent”’ 


“Phyliss” 
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ARAN € DUBICHER IM 
yt i a | j Q WU, 


E> 136 W.52nd ST., NEW YORK 19, N.Y. (@Q> 


WR ”_ OFFICES IN CHICAGO AND LOS ANGELES 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO 
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“Bernice” 


“Diana 
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~ “Lovella”’ 
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. ~ “Cynthia” 





SILVA*BRITE 122%" 5\.V* ppoct? 


Here's the most efficient, profitable way for you to 
produce mirror-bright silver plate finishes, directly 
—with little or no polishing. It is an easy, economi- 
cal and non-critical procedure that will give you 
hard (135 Brinnell), ductile brilliant finishes 
through a complete range from flash to heavy de- 
posits. It is being used successfully for bright- 
plating all types of jewelry, hollow ware, electric, 
electronic and lamp components. 


APW SILVA-BRITE SOLUTION. Is a high 
cyanide bath wtih special brighteners added. Uni- 
formly good results are attained with current den- 
sities ranging from 10 to 40 amperes. per square 
foot. The solution has excellent throwing power— 


normal room temperature operation minimizes 
fumes and tendency towards bath decomposition 
with resultant carbonate build-up. 


EASY OPERATION AND MAINTENANCE. You 
work with a clear water-white solution that enables 
the operator to watch work as it is being plated— 
brighteners are completely stable with no deleteri- 
ous decomposition products. 


SEND FOR TECHNICAL BULLETIN. Complete 
technical and APW SILVA-BRITE SOLUTION de- 
scriptive data, together with detailed plating pro- 
cedures are available in a special bulletin. Send 
for your copy, today. 





( ENGELAARD 444 le? Ed Mt T kel as SF, JI &. } 


AMERICAN PLATINUM & SILVER DIVISION 


JERSEY RAILROAD AVE. + NEWARK 5, N. J. 
PROVIDENCE * CHICAGO * SAN FRANCISCO * LOS ANGELES 





231 NEW 
NEW YORK 
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ol-t- len avam-lale mela iiir-taler— 
at a moderate price 
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13117 LOMBARD STREET, PHILADELPHIA 47, PA. 
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BECAUSE 
CROTON 
IS USING 
SEITZ g 


RUBY YOU CAN NOW | 





(Magnified 20 times) 


’ 


SEITZ RUBY SHOCK, the simplified shock absorber system withstands the most violent action, 
reduces friction to a minimum, and completely protects the balance staff. The convex tapering 
balance jewel acts as a self-centering bearing and brings the balance staff back to its regular position 
every time. And, because of the large diameter of the jewels, they provide an unusually large oil 
sink. The pivots are never thirsty. What’s more, since ruby jewels are unaffected by air, and 
therefore can’t oxidize, their functioning can never be impaired. Another thing, 

the great simplicity of the system makes it easy to be cleaned and oiled. No 


wonder Croton has gone all out on the Seitz Ruby Shock for these two popular | 
watches. The Ruby Shock is the “guardian angel’’ of the watch. 


Ruby Shock is a product of Seitz and Company, the famous Swiss jewel specialists. 


SENTRY: 17 jewel movement, all stainless steel case, guaranteed 
shock resistant, waterproof,* unbreakable balance staff and mainspring. 


49.95 (less $20.00 trade-in.) Your selling price $29.95 


Here’s the kind of straight-from-the-shoulder talk you ean give your 
customers—thanks to Croton: “Wear either watch all summer—and 
Pil give you a $20 trade-in, too.”’ Yes, they can wear either watch for 
three tough months—when sun, salt water spray, sand and all kinds of 
warm weather abuse would take its toll on an ordinary timepiece. And, 
if they’re in any way dissatisfied with the watch’s performance at the end 
of that time—if their Crotons don’t live up to our claims—you'll give 
back every cent they paid}—plus their old watch, too. Couple that with 
our generous $20 trade-in allowance and you’ re going to sell more Crotons 
this summer than ever. Be sure you have enough stock. Order today. 


tand Croton will take the watch back from you. * provided case unopened, crystal intact 


FUTURA: 17 jewel movement, all stainless steel case, shock resistant, 
waterproof,* guaranteed unbreakable balance staff and mainspring. 
49.95 (less $20.00 trade-in.) Your selling price $29.95 


eefeeeneeneeeeeeeee@eseee#ee#*e#eeee#ese8e#8eeé 


CROTON WATCH CO. JCK 4 
404 Fourth Ave., New York 16, New York 


Please send me the following Croton watches. And Mats. 


Sentry Futura 








Name 








(please print ) 


Store name eae Sa 








Address 





State 


Keystone $31.80 each (for this special promotion only) 





City 





CROTON WATCH COMPANY 


404 Fourth Ave., New York 16, New York 


To meet the demand, these watches will be flown regularly from Switzerland by KLM Royal Dutch Airlines. 





St. Marks, Venice 


GOLD FILLED 
ee Foe eT 


in the popular 


~ TTALTAN” 
FINISH 


SOLD THROUGH WHOLESALERS ONLY 


CARL-ART iwc. Pam Sey Ul ae ee Ce ae hold 


Chicago 


Los Angeles 
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For higher unit sales... with assured* profit! 


trade your customers up to 
Seth Thomas 


















CEYLON. Exotic splendor. Hour and half-hour strike. 
S d brass case. Sapphire | met mirror CGial 
8-day keywound. 544" high. Retail $45.00" 
LEGACY. Heirloom charm, Quarter-hour Westmin- 
ster chime. Mahogany case, antique brass dial. Ele: 

r 8-day keywound.14%4 gh Retail $125.00! 





New SOUTHBURY. Colonial styling. 





Mahogany ast ry 4 ar) } na | ‘ JT 
strik GVold : i ns. o ay 
New DARIEN. Contemporary design—complements any decor. Hour and half-hour strike. Mahogany ywound, 32 sit $115.00 


case, applied brass numerals, silver-plated dial. Electric or 8-day keywound. 10” high. Retail $55.007 








of these prestige clocks! 








Sound selling! |t's easy for you to trade your 


customers up to these Seth Thomas clocks. Just MEDBURY. Tambour grace. A SHARON. Early American. 
' classic favorite. Quarter-hour West- riour ano Nalf-hour strike. 
let them hear the soft musical tones and see sheias thts, taiadinnae eens Colonial mahogany casi 
silver dial. Electric or 8-day key- Electr r 8-day keywound 
the graceful beauty. What's more, the new aesaliy vicar agains Ayes? seai” thie eae aioe 


e-x-p-a-n-d-e-d line of 34 fine Seth Thomas clocks 














. : poo --------------- 
Is being pre-sold in a continuous ad campaign eee : 
in Better Homes & Gardens with over 100 million | Dept. JK-2 | 
dvertising impressions. Order a full stock of ee ee : 
aave ah g p a er a Tull Stoc 0 Yes! I'm interested in higher-unit sales with assured 
these striking beauties now. Call your supplier or, for | profit. 1 
m , Please send me your new full-color catalogue that 

a new full-color catalogue, mail the coupon. [IR bore treprctieibcer ig cite Menten : 
*Seth Thomas maintains fair trade price contracts in states Please have representative call to discuss the Seth 
where they are permitted by law. Thomas sales program and dealer franchise oppor- 
tunities. 

i 

SETH THOMAS _ 
Masterpieces in Time Since 1813 : Address 

Division of i Corporation : City State 
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JF Fn Michael ©. Fina Co. 


| WEST 47th STREET, NEW YORK 36, N. Y. 


Annou neing «athe Opening of a Downtown 


Branch at 10 Maiden Lane, New York 
(Formerly Medley & Langhans) 


FILNA. ..The Finest in Silverware 
Shown on NATIONAL TV Shows NOW. »-» Michael C. Fina offers two 


“The Price is Right” NBC modern, convenient showrooms housing 
“pent the Clock ....36.: CBS ees Pe P aa 

: y « . ‘ rec>c . ‘ Te r m 
“The Big Pay-Off”....... CBS one of New York’s largest displays of Silver 


“Treasure Hunt” ........ NBC ware and Trophies. 
“Ask the Camera” ....... NBC 
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DIAMOND RINGS 


CL r 
KERS OF PATENTED -¢ Feature fork DIAMOND RINGS AND 
ON-GEM” SETTI 


3s 
PATENTED FEATURE-GLO 7M NG 


have the patented 


Gem-on-Gem Feature-glo setting 


Actual Photograph 
SAME SIZE 
DIAMOND 

IN BOTH RINGS 


ertified by American Testing Laboratories, 


RINGS ENLARGED TO SHOW DOETAIL 


- 
ara and only CalUsle DIAMOND RINGS 
give you these plus sales features... 


The finest styled, finest crafted mountings in the industry. 


The patented FEATURE LOCK that holds rings together in perfect 
position, always, with absolute clearance under diamonds for 
maximum brilliance. 


. The exclusive FEATURE “PERMA-FINISH” that keeps rings 
brightly new. 
Pre-merchandised styles that create maximum saleability and profits. 


National advertising and powerful in-store promotions that pre-sell 
your customers and build your diamond business. 


Contact your authorized FEATURE RING wholesaler or write Feature Ring Company, Inc., 130 West 46th St., New York 36, N.Y. 


FEATURE LOCK FEATURE-GLO AND GEM-ON-GEM ARE REGISTERED TRADE MARKS OF FEATURE RING COMPANY. INC. FEATURE LOCK US. PAT #2507346 AND OTHERS GEM ON-GEM PAT #2774231 
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HERE’S WHERE YOUR CUSTOMERS CAN FIND 
THE NEWEST FASHIONS AND FEATURES IN WATCHES TODAY! 


Right in your latest collection of fine Swiss watches, 
of course. And, as we -are telling your customers, 
here's how they can identify these watches. By asking 
you about the “combination that counts’—the word 
“Swiss” on a fine jeweled-lever watch. 

For the wonders of the watch world have one thing 
in common—whether they're in white or yellow gold 
or other metals, whatever their style and shape and 
color, whatever advances they represent in special 
functions or in the science of timekeeping itself. 
They're jeweled-lever watches! 

And the very latest jeweled-lever watches are now 
being shown in the land from which they come. 


Thousands of new models are being exhibited in the 
great watch pavilion at the Swiss Industries Fair in 
Basle—April 12-20. The eyes of the watch world are 
on them. For these are the most advanced watches in 
the world today, the results of almost four hundred 
years of traditional Swiss skill and invention. 

This is why jewelers gain such profit and prestige 
when they explain these Swiss jeweled-lever watches to 
their customers. It can help you to make the sale. 
For in one advertisement after another, in Look and 
Reader’s Digest, we are telling your customers to ask 
your advice about the “combination that counts” 
—exactly as shown in the illustration and text below. 


La OS 


“Your jeweler can tell you it’s the combination that counts: when the word 
‘Swiss’ appears either under the number 6 on the dial, or on the movement — and it’s 
a fine jeweled-lever mechanism mside. And he can also explain exactly why the 


beginning of a fine watch is the jeweled-lever movement itself.’ 


ba 
2 


" _ 
~ xs 
= 


This is another way of supporting our time-honored slogan: 


“For the gifts youll give with pride, let your jeweler be your guide.” 


Fine 


THE WATCHMAKERS OF SWITZERLAND — THE FEDERATION OF MAKERS OF Sewele ad-Lever 


Swiss Watches 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1958 15 











; ee ee 





‘og tk 
. a =e 
" } ty ee Ss 
ms 4 i 
¢ a 
- oe - 
eS . 4 
ar 
as c- 
3 r= 
ae : 
. a 
$ : 
7 


‘punch... 





ax 4 
we ty sf ES 
es Oa : > 
Roe aS 
. > 
aed 2 
aoe 
ad y 
g 
J . 
ate 
aa 
. 4 
> 
¥ 
& a s be 
z 
‘ ¢ 
Soe Ase kn 
oS 
; 





mcm 





a = = NSON aie against mec _ i 
Lifetime Guarantee) taeeeeeee 
on name ond ifn = 
| —- ' e. i k ker Street = 
pT sa 


4 Bo = 
5 ghode Islan¢ 


New! TWIN-LOCK Idents 


These days of emergency can be a gold mine for you! Every 
day more serious-minded men and women are feeling the SSE 
need for a solid, everlasting Lifetime Identification. Show 
them ANSON’S New TWIN-LOCK IDENT BANDS... 
75 patented TWIN-LOCK IDENT 


nothing to rust or deteriorate . .. no moving parts to BANDS are GUARANTEED For LIFE... . be- 


og Swot MERE 





cause they can't rust . . . no moving parts 


get out of order! It’s Guaranteed for Life! Get after your to get out of order! More Beautiful, too! 


Easy-Profit Priced! 
distributor on this right away—now! 





TWIN-LOCK ‘sells easier...faster 


BECAUSE 


e Precious everlasting 12K Gold-Filled 
and Sterling Silver—To Retail from $10 


e Lifetime Guarantee—In writing 


e New Patented TWIN-LOCK Feature... 
Easy Handling, Most Secure 


e Booklet on needed data for 
engraving on front and back—brings you 
extra Engraving Profits 


e Backed by ANSON’S Sensational 


90/50 Co-Op Ad Plan— 
With Free Mats 


py 


r-"round gift item 


YOU CAN ORDER INDIVIDUAL IDENTS FROM UNIT 807/58S 


in Regular and Large sizes 
LADIES’ 


MEN’S 





807AS5 (R) 
807AS5 (L). . . $12.50 
Sterling Silver—curb chain 


807BS6 (R) 
807BS6 (L). . . $16.50 


12 Karat Gold Filled — 
curb chain 


807CS5 (R) 
807CS5 (L). . . $12.50 
Sterling Silver—mesh chain 


807DS6 (R) 
807DS6 (L). . . $13.50 


12 Karat Gold Filled — 
mesh chain 


REGULAR measures 75” — LARGE measures 81” 





807ES5 (R) 
807ES5 (L). . . $10.00 
Sterling Silver—curb chain 


807FS6 (R) 

807FS6 (L). . . $12.50 
12 Karat Gold Filled — 
curb chain 


REGULAR measures 7% 


807GS5 (R) 
807GS5 (L). . . $10.00 
Sterling Silver—mesh chain 


807HS6 (R) 
807HS6 (L). . . $11.50 


12 Karat Gold Filled — 
mesh chain 


“ — LARGE measures 75e” 


®TRADE MARK 


ORDER TODAY 
from these 


Anson Distributors 


ARIZONA 
E. W. Reynolds Co., Phoenix 


CALIFORNIA 

The Ball Co. of California, Los Angeles 
Friedman Gessier Co., Los Angeles 
Sam Haffner, inc., Los Angeles 
Simon Green Co., Los Angeles 
Phillip Wollman Co., Los Angeles 

S. M. Mickelson Co., San Francisco 
Morgan & Allen Co., San Francisco 
COLORADO 

A. C. Becken Co., Denver 

Albert F. Long Co., Denver 
DISTRICT OF COLUMBIA 
Advance W. & Jirs. Sup. Co., Washingtofw 
FLORIDA 

S. J. Horenbein, Miami 

Dunn & Ewbank iInc., Tampa 
GEORGIA 

Ewing Brothers, Atianta 

Sommers & Sommers, Atlanta 
ILLINOIS 

A. C. Becken Co., Chicago 

A. C. Becken Jr., Chicago 

The Ball Co., Chicago 

Lossau & Kramer, Chicago 

Pakula & Co., Inc., Chicago 

Stein & Ellbogen Co., Chicago 
INDIANA 

Baidwin-Miller Co., Indianapolis 
KENTUCKY 

Erwin Neuman inc., Lexington 
Gleeson Jeweiry Co. Inc., Louisville 
LOUISIANA 

J.C. Wilfert Co., Crowley 
MARYLAND 

M. Kohner, inc., Baltimore 
MICHIGAN 

A. C. Becken Co. Detroit 

Stein & Elibogen Co., Detroit 

The Gorenfio Co., Detroit 
MINNESOTA 

The. Ball Co.. Minneapolis 

C. E. Roai Co., Minneapolis 

S. H. Clausin & Co., Minneapolis 
MISSOURI 

Edwards & Co., Kansas City 

The Gerson Co., Kansas City 

N.S. Stiefel Co., Kansas City 

J. J. Burke Co.. St. Louis 

Wm. P. Mahne Silver Co., St. Louis 
NEBRASKA 

T. 3. Safford Co:, Lincoin 

NEW ENGLAND AREA 

|. Albert's Sons, tnc., Boston 

G. F. Crook Co., Providence, Rhode Island 
J. A. Silver Co., New Haven, Connecticut 
GREATER NEW YORK AREA 
Berwin Jewelry Co. inc., New York 
NEW YORK STATE 

H. Poiner inc.. Buffalo 

A. Winkelstein inc... Elmira 

Hyman M. Cohen, Rochester 

NEW JERSEY 

Berwin jewelry Co.. Newark 
(Branch Office, Sole Franchised 
Distributor, State of New Jersey 
South to Trenton) 

NORTH CAROLINA 

The Ball Co., Charlotte 
Shubkin-Retchin inc., Charitotte 
Silbert & Wainer, Winston-Salem 
OHIO 

A. ©. Becken Co., Cincinnati 

A. G. Schwab & Sons tnc., Cincinnati 
Markowitz & Friedman inc., Cleveland 
Joseph Sculler & Co., Columbus 
OKLAHOMA 

Oklahoma Ross Beck Co., Oklahoma City 


OREGON 

Butterfield Brothers, Portiand 
PENNSYLVANIA 

Brown & Son inc., Philadelphia 

J. B. Bechtel & Co. Inc., Philadelphia 
}. L. Tessier, Philadelphia 

Superior Jewelry Co., Philadelphia 
Biggard & Co. inc., Pittsburgh 

}. B. Bernstein Co., Pittsburgh 

G. Phillips Co., Scranton 
TENNESSEE 

Sandown & Kendal!, Memphis 

A. C. Becken Co., Nashville 

C. B. Peterson Co., Nashville 

TEXAS 

Lyles-Van Degrazier Co., Dallas 
Herbert Stehberg Inc., Dallas 

wm. R. Katz Co., Dallas 

Taylor & Co. Inc., Houston 

8. M. Hammond Co. Inc., San Antonio 
UTAH 

Decker Jewelry & Co., Sait Lake City 
S. H. Clausin & Co., Salt Lake City 
VIRGINIA 

Richmond Jirs. Sup. Co. Inc., Richmond 
WASHINGTON 

Albert Spring & Son, Seattle 

Simon Golub & Sons, Seattie 

irving Gelb, Spokane 

S. H. Clausin & Co., Spokane 

Simon Golub & Sons, Spokane 
WISCONSIN 

M. Weingrod Co., Milwaukee 
HAWAII 

Edward 0D. Suitan Co., Honolulu 
Ettingers Wholesale Jewelers, Honolulu 














She has an 


eye for fashion 


...and it's fashion 
that catcnes her eye 
(and his!) 


Dennison ring case 8150TX 
will display your fine rings in a style 
to suit the taste of your customers. 
It has the sparkling smartness of 
crystal-clear plastic with brocade-pattern inlays 
of silver, gold, turquoise, blue or rose. 


The slanted ring pads of Karess or 
transparent velvet complement the shimmering 
background colors. Cover cushions 
are white rayon satin. 


Order a supply of these sales-making ring cases 
from your Dennison distributor. 


Dennison 
MANUFACTURING COMPANY 


Jeweler’s Division 
Marlboro, Massachusetts 


FOR RETAILERS: A complete line of boxes and cases, 
findings and supplies. 


FOR MANUFACTURERS: A wide range of 
specially designed paper jewelry boxes and cases. 


















DISTINCTIVELY DESIGNED FOR THE DISCRIMINATING 





Barel Bridals are Hand Carved Matched Wedding Ring Sets of 


unmatched pride and everlasting beauty. 





Each one is daringly designed to distinguished its wearer. Each one 
is genuinely Hand Carved with the meticulous craftmanship that is 
traditional with renowned jewelry designer Fred Barel. And each 
one is a prestige-builder that sparks new sales, 
insures repeat customers. 


at 


The Barel signature (2 appears in the 






shank of every ring, to assure you of a 
genuine Hand Carved original. 


exclusively designed by 


Sold directly to the retailer 
by the manufacturer 





Free mats available 
upon request. 





24-Hour Service on all Special Orders 


BRIDAL RING COMPANY, INC., 87 nassau street, NEw York 38 
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“terrific seller, outsells every other brand, sales increased 15 2.” 
MAYOR JEWELRY, HUNTINGTON PARK, CAL. 


“ideal display for jeweiry stores ... customers see, feel and ‘test it’.”’ 
HELZBERG’S, KANSAS CITY, MO. 


“excellent results in our six stores ... thanks for this extra salesman’ 
KEIDAN'S, FOSTORIA, OHIO 


“very cleverly designed ... one of the finest sales aids we have ever seen.” 
BASCH’'S, CLEVELAND, OHIO 


“Put us back in the lighter business . terrific product, terrific display.” 
GARON BROS., DULUTH, MINN. 


thanks for the showcase... convenient... attractive ...leads to other sales.” 
BEN BRIDGE, JEWELER, SEATTLE, WASH. 


“extremely attractive participating display... excellent sales stimulus.” 
LEWIS AND CONGER, NEW YORK, WN. Y. 





“went to work for us immediately... made it easy for us to clinch sales.” 
NORTHLAND, DETRO!T, MICH. 








“very well pleased. ..customers readily see the wonderful selection.” 
HESS & CULBERTSON, ST. LOUIS, MO. 


Were blowing our horn about the way jewelers 


. and from Dayton’s in Minneapolis, “It’s nice doing business with a firm that 
recognizes the merchandise display problems of a retailer.”” What more can we say? 
These are all your words. Words from the jewelers of America, who are using the 
compact Kreisler Colibri Lighter Showcase, seeing how it draws traffic, adds to store 
decor, and revitalizes their lighter business. It’s free with Kreisler Lighter Showcase 


Assortment. Genuine walnut case, peacock blue interior, pilfer-proof plate glass 





cover, snap-on plexiglas cover on top, exclusive “try-it-yourself” lighter attached. 


mA 


The Kreisler Colibri Lighter Showcase measures 12” x 11” x 81%”, 








everywhere praise 


Order the Kreisler 
Showcase now. We'll look 
forward to using 


your letter in next year’s ad. 











the Kreisler Colibri Showe 


kreisler 


Jacques Kreisier Manufacturing Corporation, North Bergen, New Jersey 











S 








NEW! THINNEST 
ATERPROOF | 

















23-JEWEL 
WATCH EVER! 


Beginning April 25th, 
this fabulous new 
watch will be pre-sold 
to your customers 
through the tremen- 
dous Bulova national 
advertising campaign 
. . . the most powerful in the jewelry 
industry. FRANK SINATRA wil! 
introduce it on the great Bulova-Frank 
Sinatra TV Show. And the gigantic 
Bulova TV spot campaign will keep 
spreading the news — opening up your 
greatest opportunity for spring selling 
volume! 











Planning a STORE-WIDE SALE? 
yrrerensoe, ri +50 FOR EVERYTHING 
|... so you can ‘DO IT YOURSELF: YOU NEED TO RUN 


re ae Gi Ole) amy. 0 a 
YES' RUN YOUR OWN SALE! 
) Sample Fuli-Page Adv (Reduced) 


More than 5,000 Sales-Alds and Timely Ideas [~ <r von. _ STOCK LIQUIDATION SALE 


sure to draw Crowds ceeae PUBLIC NOTICE: 5a ON THE PREMISES! EVERYTHING #00 % 
ITS THE PRICE PANIC M*CITYS EVER SEEN! 


= OAD JEWELRY! gp 
<ACRIFICED? mm 


We can serve you on Memorandum with several hundred 


of the hottest fast selling profitable traffic items, in- Begg os : 
cluding Advertising Copy that will make your sale a suc- ; Sag eee w hi arene = 


w Guaranteed 
cess any month of the year. "DISCOUNTS | UP. To 73% FREE, 
be Of Course Your Credit be Cood-— 
G/F T/ wa 





Consult us in confidence. We can refer you to a number Sn and Wen Ou Daars Onan fr Tis Gras dni ee A 
of Jewelers who have run a epee and sega on 10 A. M. “TOM Y. : - THURSDAY 
with our service. Write, wire or phone for details! No EAT OUR DOOR 

town too small for a SUCCESSFUL SALE! We can rec- a DIAMONDS «: ' : WATCHES 
ommend Experienced Sales Supervisors at nominal fee— 

upon request! 














ALL THIS AND MORE! 


' OUT THEY GO 
A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF es : i - 
SALE! HUNDREDS OF SIGNS, PENNANTS. BAN SAVE UP TO 75°» & e uP 1075. DOLL 
NERS AND SHOW CARDS TO DRAMATIZE YOUR PECTAL 
EVENT! DIE CUT DIAMOND RING AND STONE 


RING SPECIAL SALE CARDS. 200. INCLUDED! Bae ) _ 
WORD DYNAMIC. SALE ANNOUNCEMENTS EVERY ARTICLE Gavan’ NOtcone BUSINESS 


DIAMOND MERCHANDISE CONTEST, DOOR “7, 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD . ow 
GETTING IDEAS! COMPLETE SURPRISE PACK. | Saree awe 
AGE MYSTERY BOX PLAN WITH MATS AND =a Sere 
HOW TO SELL ‘EM BY THE THOUSANDS! A cara \' > 
DIRECT MAIL LETTER WITH COPY AND maT; | am ACT NOW E 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS | ACK 2 Lian” OPEN MONDAY AND THURSDAY NITES 
OF IDEAS! i F*CK 2 MWATC AS 


You, too, can jam your store with custom ers. They came! They saw! They bought! 


BARA 





ue “Ee eee > oy P ? i a, Se Sao Ply wi 
“ oe. 4 CL hate Salah adie aa 
j ‘ Peg a 
. é $ .& - ‘ 4 
AL. tt BODE: a 
Wholesale Distribut 
otesa 43 “utors 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndolph 6-9550 
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NEW! Beautiful Orange Blossom Catalog 


makes extra ring sales for you! 




















Style No. 219 







Style No. 597 






Every Orange Blossom style, 
plus the Traub Collection, 
in beautiful photography. 
Order from it! Sell from it! 








































Style No. 967 






Here's the pay-off to the great Traub Collection promotion .. . 
Orange Blossom’s all-new catalog. 






Style No. 235 









It’s beautiful, distinctive—with photographs that show diamond 
rings as drawings never could—with suggested retail prices opposite 
every page. And it makes both Orange Blossom Rings and Schumer 
emblematic jewelry easier than ever to sell and order. 


Look into the advantages you get only with quality-made, fast- | ; 
moving Orange Blossom Rings . . . big-space national advertising— et Pa Ge. 
hard-hitting promotion pieces—special showings of the Traub Collec- | i 4 Midticaen Ocbiih®, tttdtean 
tion—and the finest new catalog in the industry. Send coupon today! | ’ 
| Please send me full details on Orange Blossom’s 
© complete new selling plan. 
Orange Blossom Rings | 
7 | SaaS ERS 
‘ jf Ve 
OAs yocial as lowe seg’ ee 
Schumer Bros. Div., Cincinnati, Ohio — for fine emblematic and special-order jewelry. : Se ee er ee 
| 


Canadian plant: Traub Manufacturing Co. of Canada, Ltd., Walkerville, Ont. 
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VANISHING AMERICAN 


The man who winds his watch is destined to become as extinct as the 
cigar store Indian. 


Last year, more self-winding watches were sold than ever before in history. 

This year, their sales will zoom like a rocket. And the jeweler who features MIDO is 
going to cash in on this booming market... because he’ll have exactly 

what his customers want. 


In the big swing to Self-Winding watches, Mido is way out front! 


ONLY MIDO makes self-winding watches exclusively, with the years-ahead Powerwind self-winding 
movement. Fewer parts. A slimmer silhouette. Completely dependable. 


ONLY MIDO makes so rugged a watch. A fully waterproof* case that has stood the test of every sea, 
ocean and climate. Shock-protected. Anti-magnetic. Unbreakable Permadure mainspring. 


ONLY MIDO gives you a complete line of self-winding watches. Choose your stock from 

the world’s largest selection of styles, including a stunning new group for Spring. Sports models. 
Dress models. And the exciting high fashion look in ladies’ self-winding watches— Mido 
“‘Miniatures’’, smaller than a dime. 


And, to keep your sales really rolling, Mido is continuing its biggest self-winding 

promotion campaign. 

MIDO is the line that has everything you need to make your store headquarters for self-winding 
watches. Start getting your orders in now. 

Mido Watch Company of America, Inc., 580 Fifth Ave., New York 36. 

In Canada: 699 St. Maurice St., Montreal. 


All the selling help you need! 
Newspaper mats. TV spots. Color Movie Films. Displays. Brochures. And more! 


*As long as case, crystal and crown remain intact 





The Mido line is price protected 







Men's watches $67.50 to $1000 
Ladies’ watches $85.00 to $225 
Diamond models $195.00 to $1000 






Gold bracelet models $150.00 to $375 
Prices are retail, including Federal Tax 












with seamen 


the watch you never have to wind 


WALDORF in stainless steel $97.50 









Send for 28-page catalog 





SONIA in stainless steel $89.50 








Ee eee MOC NTE ee ae Sc Maia ae RC a tf ms a 
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Excitingly ... 
st: DIFFERENT 
Emphatically 


from any 





watch you have 






ever sold! 

























Distinctive .. . 
as well as dynamic! New 
dial. . . new bezel... 
new location of name... 
new ultra-modern thin- 




















ness. 


Here is the most startling advance in watch design! Ultra-modern DOXA 
“Grafic” is the bold new look that anticipates the shape and fashion of watches 


to come. 

DOXA has drawn the bare expression of simple line and transformed it into 
a masterpiece that is worthy of the name DOXA. 

And beneath this extremely modernistic face of beauty is the most highly 
accurate watch ever created. 


The DOXA “Grafic” reflects the reliability of the store in which it is sold. 
And the DOXA “Grafic” emphasizes the personality of the man for whom 


| CH/ af? ‘= 





it is bought. 

REPRESENTED BY: 
Available in solid gold, gold-filled or stainless steel. Anti-Magnetic and Sane : 
shock-protected movement to retail at $65 and up. Lyles-V an-DeGrazier Co., Inc. 


Akard and Wood Streets 


DOXA is a 100% Swiss Watch—made and cased in Switzerland and imported 
Dallas 1, Texas 


to the United States complete. 


Reputable jewelers in selected communities are now being appointed. Your Percy F. Jones 
interest is invited. 1513 S. Stanley St. 
Los Angeles 19, Calif. 
DOXA ... the watch that keeps up with the time. py ee er 
400 Benning Place 
DOXA WATCH CoO., INC., 665 FIFTH AVE., NEW YORK 22, N. Y. Chicago 14, Ill. 
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GLIA LOGE LR ASE ITE, LIVES 
it 
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ELE a SRE IROL STORE OR 


ee Dy ee be oe 
Py igh Ie AOS 


handsome! 
permanent! 


FREE! 


18," wide 
17” high 
5%"' deep 


WAS igiwmes - += Me FV i-\g el golo) my f-ticta Mm 2) F-J oJ Fh 


Ingeniously lighted! Amazingly realistic! 


This handsome display is yours FREE with the 
purchase of the 12 waterproof Westclox watches 
in the #88 assortment. Ingeniously lighted... 
amazingly realistic, yet there’s no water prob- 
lem. It’s the most dramatic way to sell water- 
proof watches you’ve ever seen. 


Each watch is waterproof and dustproof*, 
shock resistant and anti-magnetic...with sweep 
second hand, luminous dial and stainless steel 
back. 


ORDER NOW! QUANTITIES ARE LIMITED! 


DIVISION OF ove CORPORATION 


No. 88 permanent watch case 
assortment contains: 


@ 1 +770 Automatic Waterproof 

@ 1 +713 Waterproof 

m@ 2 +683 Judge Waterproof 

@ 3 +688 Wrist Ben Waterproof with Strap 


@ 2 +698 Wrist Ben Waterproof with 
Metal Expansion Band 


@ 3 +658 Coquette Waterproof 
@ Dramatic FREE permanent display case 


your cost $ , a 


your selling price *147 £0 


*2'2% quantity discount on 24 or more Westclox spring 
clocks or watches 


Above are suggested retail or Fair Trade 
prices and subject to 10% Federal Excise Tax 


® 


WES TCLOX 


"Stays waterproof and dustproof provided the original seal is replaced if opened for service. makers of BIG BEN® 


30 
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Selected and Serviced hy Leading Wholesalers 


“De Medal 
of the Month” 


Catamore Medals . . 
handsomely crafted of 
precious sterling silver 
and the finest, distinc- 
tive, most beautiful 
original designs. Sales 
are bound to increase 
—and profitably. 


COTTON FILLED 


COTTON FILLED UTILITY BOXES _ cw 
ARE AVAILABLE FROM STOCK 
FOR IMMEDIATE SHIPMENT IN 

12 POPULAR SIZES. 


Boxes are finished with buff Dam- 


ask paper and have an insert of i 

best quality white jewelers’ cotton. Write for full i 
formation 
prices on 
Cotton 
boxes. 


TH OW. Box co. 
523 MT. HOPE STREET 
ATTLEBORO FALLS, MASSACHUSETTS 


1317 Rose Bud medal, 1119 Miraculous, 24” 
Miraculous insert, 18” chain, hand engraved. 
rope chain, hand en- Retails $4.70 

graved. Retails $3.65 








Remembrance 
Bracelets 


ina wide variety 





of chain designs / 
— ‘=, 
ey, PW Telilels) (mis AS 
~. Sterling Silver * 1/20-12 K.G.F Pf 
_ 10K and 14K yt “y 
— “ ae 
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SOLD THRU LEADING WHOLESALERS 


> 
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LaMode jewelry, nationally a asases 
advertised in LIFE magazine. | rt 
See your wholesaler about 


the new designs now avail- sissy s cowEN CO.. INC. Ning) VRdlene Vl Mactan Petr PTT ee al 
able. ATTLEBORO, MASSACHUSETTS NEW YORK + CHICAGO + LOS ANGELES 

















APRIL 
BAND 
OF THE 
MONTH 


irons and Russell’s 


EMBLEMATIC RINGS 





Masonic Blue Lodge with 2 dia- 
monds, 10 K gold inlaid em- 
blem and synthetic ruby stone, 


No. R180/6 
$51.00 each Keystone 


Mark Vil men's bands are styled in 
many handsome designs with straight 
or curved ends to fit any style 
watch. Band illustrated, and most 


CATALOG Lt BBs. other men's bands, available with 
No. 154 slide lock adjustment feature en- 
' abling you to lengthen or shorten 

your band for a perfect fit. 


Masonic Blue Lodge with 4 dia- 


monds, 10 K gold inlaid em- 
blem and synthetic ruby stone. 


No. R181/6 
$66.00 each Keystone 


Ask your wholesaler to show you our 
complete line. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 















There is a time for a trinket... 





and a time for a Hamilton watch 




















The man about to choose the watch of a lifetime 
for the woman he loves heads directly for the 
Hamilton jeweler. 


It is not a time for baubles or bargains. The 
watch is the messenger of his thoughts. And no 
woman is more loved than the woman who re- 
ceives a Hamilton. 


This is the theme of Hamilton’s national ad- 
vertising, “Reward of Love.” The advertisement 
shown at right will appear in The New Yorker on 
April 19, and in the May issues of Coronet, 
Ebony and National Geographic Magazine. 


Mounted reprints of this ad in your store will 
identify you with the Hamilton name and this 
Hamilton selling theme. Ask your Hamilton 
representative or write: Sales Promotion Depart- 
ment, Hamilton Watch Company, Lancaster, Pa. 


FLA N7/ LT ON 
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ft of a Hamilton... howard of 


For you there is one woman above all others. You have told her so 
in a smile, in a glance. One day you will look for a watch that is worthy 
of her and of your love. It is here among the diamond-set Hamiltons. 
Exquisite in design and performance, a Hamilton is a watch to endure 
as your love endures. Yours to select at your Hamilton Jeweler’s. 
(Left to right) Jubilee “CC,’’ $89.50; Kimberly “C,” $125; 
Enchantment “K,’’ $225. Hamilton Watch Company, Lancaster, Pa. 


FSA NTS LT OlV 


the watch fine jewelers recommend more often than any other 












=F-li feo) 0 mm—y-) (-) 6’ fe Or- | (ot a -— 


No. 458 shown 
in action 











are best to work with... 
stand up longer! 


The two safety catches illustrated, the No. 90 and No. 45B, are 
popular “standards” in the jewelry industry. 

The No. 90, created for the costume jewelry trade, and the SOLD TO THE MANUFACTURER 
90L designed to take hot nickel, are quality made. . . low in cost. 

The No. 45B bullet catch, with a broad base for ease in solder- 
ing, is preferred for its finished appearance where the best is 
desired. 

Smart manufacturers know it pays to insist on Ballou Find- 


ings. OL 


289° 185, B. ee & CO. INC. FINDINGS— 
( Q()!t\ eT The Foundation of Good Jewelry 


» Vear = 
co? 








Mig & 











When they see it 


TWICE EVERY WEEK ON 


e Tremendous Consumer Appeal 
e Terrific Value... Unbeatable Price 
e Generous Mark-Up—Big Profit 


e Beautiful looking ... beautiful tone 
. . just show it and you'll sell it! 


e Guaranteed performance... 
Full 90 day warranty 





e Tiny, inexpensive batteries last hundreds of hours 


Earphone $2.40 Keystone 
Carrying Case $3.00 Keystone 


COUNTER, WINDOW DISPLAYS AND MATS AVAILABLE FREE 


SHRIRO Incorporated 


276 Fourth Ave., New York 10, N. Y. «© GRamercy 7-7500 
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PLATINUM METALS DIVISION 




















Palladium is MODERN 


... and its gleaming whiteness is always in style! 


Smart! White! Beautiful forever! 

That’s palladium...sister metal of platinum. New- 
est of precious metals. 

Palladium’s natural gleaming whiteness is popular 
with women...smart to wear. Recent surveys show 
that young women prefer white jewelry. 


Besides being beautiful and smart, palladium’s 
whiteness has another important advantage for your 
customers. Its sparkle brings out all the fire of a 
diamond. Actually makes a gem appear larger. 

Youll find it smart, too...and profitable...to fea- 
ture jewelry in modern all-precious palladium. 


Palladium is modern... white... light... strong 


...all-precious ... easily worked . . . nationally advertised. 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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f _/ Manney Lippert, Pres. 
' Santa Monica, Calif. 


Ont 













“The Gruen Guild is the most 
realistic merchandising plan 
that ever-hit our industry.” 


“The Gruen Guild is no promotion stunt.1t isahard- The Guild-also copes with the ever-troublesome problem 

headed business plan that squarely faces our indus- of swollen inventories. 

try’s problems—and does something about them!”’ GruenGuild membership means prestige . . . profits 
One problem the Guild attacks is competitionm.from ..<protéection. Hear the complete story. Contact your 

non-jewelry store outlets. Guild watches are sold only Gruen salesman NOW ... while franchises in most areas 

through selected jewelers who hold a Guild franchise.~~ are still available. 


G Pg Ci E N . .. The Precision® Watch—Precision® the most important trademark in watchmaking. The Gruen Watch Company, Time Hill, Cincinnati 6, Ohio 
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CLICK To %’ Me ks Ge se SP ky ae 


a brand new kind 


“FOSTER-IMATIC 
‘ 










w 
®& 









\) 
: i 





waliable at 
NO INCREASE Boe 
IN COST! 


A\\ener | 


i Turn band over, push tabs outward 


with any pointed tool 





Ja 









Press in easily 

— to any width 
Available : 
Through desired % — N“ wee % 


America’s “clicks at every width” 


PATENT PENDING 


Leading 


Jewelry FOSTER METAL PRODUCTS, INC. 


Wholesalers Manufacturers of Men's Jewelry and Watchbands © 37 Union Street, Attleboro, Mass. 
29 E. Madison St., Chicago, II}. * 657 Mission St., San Francisco, Calif. 











... CLICK, CLICK, CLICK To," 


of watchbana!! 


FITS EVERY WATCH 


















NEW “Foster-matic’”’ End Is Tailored 
TatioM -ielale Man Mele) awn (-teiMelale Me) (-tale (214 


4s 


‘7 


$4.9 


NOW! You Can Fit Every Customer’s $3.95 (318) WW ny ee 
Watch, Even If He Doesn’t Have It TAN YY Wn 


With Him. “Fo we 
ss Siac (480) | | . 
NOW! You Can Make Watchband — LM LT : 
Seconds “Foster marie = : | | | 
: 0 At ) =i.2- . 


Sales and Fit Them In A Matter of 








“Foster-matic’’ is calibrated in thou- 


a , 

Now! Foster presents a new kind of watch- 
eband that fits every watch automatically. The 
" | Foster-matic” speeds up sales. . . just press 
“down to the size you need... . to open wider 
easily press tabs outward with tool. The 
“Foster-matic”’ is calibrated in thousandths to 
fit even in-between sizes. And best of all, the 
new “Foster-matic” end is tailored into the 
band .. . looks neat and slender. Place your 
order with your Foster wholesaler today. 


Choose Faster-nillic. 
Watchbands From This 
Terrific Selection 


] 
$4.9 


Y 900 j ; - § 54 J J 
4.95 ogo vf 
SS $3.95 (240) 1] i i 












Here is the revolutionary 


= HEART 


create more diamond sales . 
and profits for you! It’s the sensational Diamond AY » w | r § H 
Heart Series—complete in every price range with * 


any number of diamonds. There has never been a 
diamond item so perfect for every occasion. No matter 
what the season—vValentine’s Day, Mother’s Day, 
Graduation, Wedding Anniversaries, Birthdays, 
Christmas, etc.—when you suggest the Diamond Heart, 
you close a diamond sale! Don’t miss this chance to 
make your diamond sales grow and grow with the ; 
wonderful Diamond Heart ‘J 































Series by Goldstein-Gerson fF .. |. 1, 
ngle Diamond 
—the King of Hearts! , Heart Pendant 


available in 
white or yellow 
gold. 





GOLDSTEIN-GERSON | 


Heart Pendant } 
available in 
all price ranges. 
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17 jewels, guaranteed 
anteed unbreakable balance staf and 
mainspring. Chrome top, stainless back, 
with leather strap. 


17 sowed: patti. 5 wate guar 

anteed unbreakable felines ‘staff and 
mainspring, all stainless steel case, with 
leather strap. 





SNS 











17 jewels, automatic self-wind, water-_ 

proof,* guaranteed unbreakable bal- 
ance staff and mainspring, chrome 
top, stainless back, leather strap. 


Now: LOWEST 
PRICES EVER 


on 17-jewel waterproof” watches 


( These prices in effect from appearance of this ad until May 31 ) 













CROTON WATCH CO. JCK 4A 
404 4th Avenue, New York 16, N. Y. 


Please send me the following Sussex watches: 


Set your own price on these handsome and reliable 1|7-jewel 


lever movement wrist watches—every one with guaranteed un- 
breakable balance staff and mainspring, radium dial and sweep 








Quantity Model Price Quantity Model Price 
second hand, guaranteed waterproof* and shock-resistant. Resistal ea.8.90 ____Resistal/S ea. 9.90 
; ; Watermatic ea. 12.30 ae ea. 8.90 
Increase store traffic . . . increase your profits ... with the Sussex. Boxes ea. .60 
Timer shown above Name 





(please print) 


Store Name 





: . , SUSSEX WATCH DIVISION OF 
also specially priced 


for quick selling. ‘ RO | O NI 
City State 


* providing case unopened, crystal intact 404 4th Avenue, New York 16, N.Y.  .ccccccccccccccccccccccccescccccsccccescccccccccese 


Address 
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4 COLORFUL DISPLAY DEALS 


sales tested displays that will stimulate impulse buying 





6-CLOCK ALARM 
ASSORTMENT (A4) 


12-CLOCK ALARM > | You sell $40.37 


ASSORTMENT (A3) 


You sell $77.72 
You pay 
Your profit $28.99 


You pay ] 
Your profit $15.20 


gol — ‘ 


“an: ce 


6-CLOCK KITCHEN 
ASSORTMENT (K2) 


You sell 


12-CLOCK KITCHEN You pay 


ASSORTMENT (K1) 


Ree 


Your profit 


OG PRY... ;..::,... 


Your profit........ 





FREE with each of these 4 deals — colorful, permanent turntable 
displays for island or counter... open displays for counter or wall 








eeres,. electric clock deals make 
big profits come easy 


2 ‘‘BAKER’S DOZEN” DEALS 


either one will give you a gross profit of over 50% 
LR RR 


FREE CLOCK with each of these 2 deals 


*Baker’s Dozen Deal (A-6) 


You buy 12 fast-moving Ingraham electric 
alarm clocks, retailing from $3.98 to $7.98. 


Your Cost: $45.86 


*Baker’s Dozen Deal (KA-5) 


You buy an assortment of 8 popular Ingraham 
electric alarms (retailing from $3.98 to 
$6.98) and 4 Ingraham kitchen wall clocks 
(retailing from $3.98 to $8.98). 


Your Cost: $42.88 





“FREE 
with either deal, this beautiful 


Ingraham “Empress” electric alarm, sell- 


ing for $9.50. It will be shipped direct 


to 


you upon receipt of the postage-paid re- 
quest card included with each assortment. 





KI 
K2 
A3 
Ad 
Aé 
KAS 


once a 


BRISTOL CONNECTICUT 


—---------------4 


THE E. INGRAHAM COMPANY? BRISTOL, CONNECTICUT 
Please ship the following deals through my Ingraham Distributor 


STORE NAME 





INDIVIDUAL 





ST. & NO. 





CITY & STATE 





DISTRIBUTOR 























i 
METALS & CONTROLS CORPORATION GENERAL PLATE DIVISION 


Attleboro, Massachusetts 














franchise means prestige, profits, protection 


Irving Siegal, Pres. 
a F-Taslihcolamei-\2-1(-16-3 
Trenton, New Jersey 


| 


‘The Gruen Guild Plan is an 
expression of confidence 
in the retail jeweler.” 


“‘With the serious problems we are facing, it’s heart- The Gruén Guild can help you get the full profits you 
ening to have a major watch company withconfidence deserve—just as it has done for other jewelers all over 
and respect for the retail jeweler. That is what phe the nation. But contact your Gruen salesman NOW 
Gruen Guild represents today.” . . . while franchises are still available. 


G as Ci E N .. . The Precision® Watch—Precision® the most important trademark in watchmaking. The Gruen Watch Company, Time Hill, Cincinnati 6, Ohie 
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A LADIES’ HOME JOURNAL * 
LEADERSHIP REPORT 
TO SILVERWARE MANUFACTURERS a 1S e 
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This handsome 2-color 
advertisement, first 

in a series, appears in 
the April Ladies’ Home 
Journal, now on the 
newsstands. 


I EE A a ch te dl Sill LI 
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market for sterling’? 







International Sterling knows... 






and uses Ladies’ Home Journal to reach it! 









The market for sterling silver is today a cisely those women...reaches them more 
mass market, because more people have effectively and in greater numbers than 
the money to spend for finer things. But any other magazine. In fact, half the 
in certain respects it is still a selective | women who shop in jewelry and depart- 
market. It is made up of women...in ment stores read the Journal! 
particular, women who have the back- 
ground to appreciate sterling and the 
inclination to buy it. 























Moreover, the Journal understands 
women and their needs so well, speaks 
their language so well, that it is the most 
Ladies’ Home Journal reaches pre- influential of all women’s magazines. 


SPECIAL INTRODUCTORY OFFERS 
on new Pine Spray pattern 


International has tailored a “Special Introductory Offer” to meet the preferences of each of the best sterling silver prospects. 


Honeymoon Service for 2 Homemaker Service for 4 Family Service for 8 
With two 5-pc. place settings at reg- With four 5-pc. place settings at reg- With eight 5-pc. place settings at reg- 
ular price, the purchaser gets FREE: ular price, the purchaser gets FREE: ular price, the purchaser gets FREE: 
1 sugar spoon 1 sugar spoon 1 sugar spoon 
1 butter knife 1 butter knife 1 butter knife 
Value...$15.25 1 tablespoon 1 tablespoon 
Value...$27.75 8 extra teaspoons 


Value...$63.75 


You’re No. 1 in women’s minds Ladies’ 
when you’re in their No. 1 magazine... Home 


CURTIS PUBLICATION 


No. 1in circulation « No.1in newsstand sales + No.1in advertising + No. 1in merchandising 
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TIMEX ALL-STAR 
Way Ae) 1 @)')") 


CBS-TV APRIL 30, 10-11 P.M. cost 


Mill 





eae ie 
Se 
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DROOF'! 


mw TIAAE xX 
“100” 


Waterproof* Bayonet Case 
V-Conic Shock Resistant Movement 


Fashion Styling 


Every feature of the new Timex “100” from its tapered alligator 
band, to its new movement, case and dial has a note of quality and 
luxury to give it greater eye appeal and greater selling appeal. The 
magnificent Timex ‘‘100”’ is available in a choice of two models: 

e Chrome case, sweep-second hand, radiolite dial. 


e Gold tone case, sweep-second hand. % OO 
*as long as crystal, crown and case remain intact. 


only plus tax 


TIMEX 1@O 


Distinctively packaged in a hand- 
some Presentation Gift Box. 


Ask your Timex Distributor for this 
new Timex “100” display assortment. 


GET SET FOR MORE TIMEX BUSINESS 


BECAUSE...MORE PEOPLE BUY 


TIRE X 


THAN ANY OTHER WATCH IN THE WORLD 
500 Fifth Avenue, New York 36, N.Y. + 1300 Jane St., Toronto 9, Canada 
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is this 


te do to impress 
your Castomers, Mr. Retailer? 


/ 


Not if you make the most of manufacturers’ famous brands! 


All the neon lights and fancy top hats in 
the world won’t sell a pig-in-a-poke. 
What sells your customers on you is the 
(Gaba! NAMES WEEK —April 19-20, 1955 consistent quality of your products. And 
An extra merchandising pay off for you. Cash the best way to insure that is to stock and 
in on the promotion and publicity of consumer feature manufacturers’ famous “Brands 
erence D rapace ap For P-O-P that have made a Name for themselves.” 
The power, prestige, and reputation for 
quality the manufacturer must build into 
his name are automatically yours. They 
BRAND NAMES FOUNDATION. INC. give you status and importance to match 
7 ; a anyone else’s—and then some! 
Manufacturers’ famous brands make your selling easier. Put your money on Brand Names. Your 
437 Fifth Avenue e New York, N. Y. customers do. 
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Matthew J. Brown, Pres 
Scott Jewelry Co. 
Lowell, Mass. 


“The Gruen Guild Plan reduces my 
inventory after the watch season... 
without loss to. me!” 


“Inventory represents tied-up capital. And in today’s 
competitive market, that can be a serious problem. 
The Gruen Guild Plan helps me reduce my stock— 
at cost—without loss to me.” 

Guild franchises are given only to legitimate jewelers. 
The watches are never sold through non-jewelry store 


outlets, and never sold through jewelers who price cut. 
This policy insures Guild dealers the full profit they 
deserve. 

Gruen Guild membership means prestige . . . profits 
... protection. Contact your Gruen salesman NOW— 
while franchises are still available. 


( R (| E N . . The Precision® Watch—Precision® the most important trademark in watchmaking. The Gruen Watch Company, Time Hill, Cincinnati 6, Ohie 
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How the Artcarved: 


the challenges ofthis 





ONLY LEGITIMATE JEWELERS CAN HAVE 
THE PROTECTION ARTCARVED ASSURES PLUS 
ALL THESE SALES-BUILDING GUARANTEES 


4 Consumer confidence and respect A unique customer “magnet” 
s unequaled by any other dia- rved’s nationwide Per- 
mond ring company and based oD gives the most 
Artcarved’s 108-yeat reputation for convincing proof d value 
quality and honest value. red to the public, 


sales faster, ends “shopping arou 
2 Consumer desire and interest cal” complaints. 


s stimulated and maintained by 
the most striking and attractive cam- 
paign of national advertising im such 4 Unequaled customer satisfac- 
leading magazines a5 LIFE, MISS, s tion because of Artcarved 's high- 
SEVENTEEN, GLAMOUR, PHOTOPLAY; ly personalized service—from juxury 
BRIDE'S MAGAZINE, MODERN BRIDE. 


2? 


3 Protection against “djscount- 
s house” competition. No Art- 
carved rings ever have been or ever 


will be supplied to discounters. 
7 A steady flow of diamond sales 


A Unsurpassed diamond and wed- s “leads” are produced by Art- 
s ding ring quality assured .- - carved’ s extensive national advertis- 
skilled Artcarved craftsmen have ing and then are relayed promptly 
been acclaimed for highest stand- to the nearest franchised Artcarved 
ards in the industry for 108 years. jeweler for follow-UP- 
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franchise helps you meet 


‘AGE OF CHISELRY” 


A RESTATEMENT OF A POLICY THAT HAS 


Is there anything that you as a legiti- 
mate retail jeweler can do to keep your 
diamond ring and wedding ring busi- 
ness alive and prospering in what has 
been aptly termed this “‘Age of Chis- 
elry’’*? Is there no other choice but to 
join the never-ending rat race down- 
ward—¥in price, in quality and in ethi- 
cal standards? 


To you who are in this dilemma, the 
makers of Artcarved rings offer a 
powerful alternative. It’s a program 
that guarantees you protection 
against cut-price competition under 
the Artcarved “protected-distribu- 
tion” policy. This policy has been 
strictly observed—not just for five 
years or ten years, but for the en- 
tire 108-year history of J. R. Wood 
& Sons, Inc. 








BEEN VIGOROUSLY ENFORCED FOR 108 YEARS 


We ask you to consider carefully the 
advantages that you would enjoy as a 
franchised Artcarved jeweler. Weigh 
them honestly in your mind. Compare 
them with the selling “weapons” you 
are now working with. Then make your 
own choice between fighting alone in a 
hair-pulling, price-cutting competitive 
battle versus joining the nationwide 
Artcarved network in a profitable, pres- 
tige-building campaign. Artcarved will 
set you head and shoulders above this 
price-cutting dogfight, assure you of 
profits and help you grow and prosper 
in the coming bridal-market boom! 


The choice is yours to make now! 
For further information on available 
Artcarved franchises, write J. R. Wood 
& Sons, Inc., 216 East 45th Street, 
New York 17, N. Y. 


*T he age of the glorified discount and drastic markdown, as defined by Beacon Plastics, Newton, Mass. 


J. R. WOOD & SONS, INC. G 


216 East 45th Street, New York, New York « NEW YORK 
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SPRING SPECIAL! 


NEW 8-Cup 
Chrome 
on Copper 


UNIVERSAL | 
(0 


a *19°° value at 
an unbelievable 
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For a Limited Time Only 


This new model of the famous Coffeematic will be 
available at a bargain price that no one can resist. 
Coffeematic quality chrome-on-copper with the 
Flavor-Selector . . . new styling but with all the extras 
that have made Coffeematic the fast selling leader. 
Don’t miss a single day of quick profit by failing to 
stock this terrific bargain now. ORDER TODAY! 


ANOTHER DEMONSTRATED VALUE 


In UNIVERSAL’S BIG SPRING 
OPERATION LANDSLIDE LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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Among watches of highest quality, 


selling at $71.50 and upward, the outstanding 


sales leader—outselling all others combined 


with our Authorized Jewelers—is 


| SOW C3 
e 


THE WORLD’S MOST HONORED WATCH 

‘ The reasons for the premier position of Longines watches are ae 
( many. The first is found in the quality, design and value of 

the watches themselves. The Longines line is the finest and 

f most comprehensive in its quality. The new Longines line, 

now being presented to our Authorized Jewelers by our sales 

i representatives, dramatically continues the Longines pattern 

of quality and style leadership. The selection of watches on 

’ the opposite page is but a small sample of many new designs 


in the whole impressive Longines line. 











Even the most casual glance reveals the Longines “Comet” Series with its startling Hour-Arrow as exciting, 
mysterious, new and different. Notable in this series is the matched duet shown above — Longines “Jupiter” and 
“Juno” in ultra-thin 14K gold cases. Also available in gold-filled cases as the Longines “Comet M and L”. 


Illustrated left to right are the Longines “Zephyr”, Longines “Mercury”, Longines ‘“Planet’’— with self-winding 
movement, and the Longines “Diamond Constellation” — set with 41 fine diamonds. All are in handsome 14 K gold 
cases. These are only four of a wide selection of models available in this exciting series — priced from $99.50 to $495.00. 














IN THE ADVERTISING OF WATCHES 
OF FINEST QUALITY IN THE 
PRICE RANGE FROM $71.50 AND 
UPWARD, ONE CAMPAIGN IS LARGER 
IN SIZE, SCOPE AND INFLUENCE 
THAN ALL OTHERS COMBINED IN 
THIS FIELD. IT IS THE ADVERTISING OF 


THE WORLD’S MOST ONORED WATCH 


LONGINES 
NATIONAL MAGAZINE 
ADVERTISING 


is the largest in the jewelry industry 
— larger than the combined 
total of all watches of finest quality. 
Longines advertising in 

READER’S DIGEST, LIFE, SATURDAY 

EVENING POST, LOOK, TIME, 

NEWSWEEK, and others reaches 80% 
of the fine watch prospects for 

every jeweler in America—week after week 

throughout the peak selling seasons. 


LONGINES 
RADIO ADVERTISING 


the largest in the jewelry industry, 
featuring the long-established Longines 
Symphonette reaches millions of 
listeners, coast to coast. The Longines 
Symphonette is acknowledged everywhere 
as the most successful 
broadcast advertising vehicle for 
fine watches in all history. 








LONGINES 
NEWSPAPER SUPPLEMENT 
ADVERTISING 


in leading rotogravure Sunday Supplements 
is a powerful adjunct to our 
national advertising, with intense coverage 
of the major trading areas of the country. 


LONGINES 
SPORTS ADVERTISING 


a unique and powerful Longines 
year ‘round advertising activity, covers 
every phase of amateur and 
professional sport through programs, 
sports publicity, dramatic spectator clocks 


and unique scoreboards. It influences 
powerfully the youth of the 
country, a prime market for fine watches. 


LONGINES 
DEALER COOPERATION 


The annual Longines budget for jeweler 
aids, mat services, displays and 
other forms of cooperation exceeds the 
total advertising appropriation for 
many watches in the Longines price range. 
No other watch, at any price, 
gives greater sales support to its 
Authorized Jewelers. 




















RAINE 


To the innumerable honors which 
have been showered on Longines watches 
over much of the past century, 
two significant new honors have been added 
this Spring. For the first two 
international Olympic Events to be 
held in the United States in 
over a quarter of a century, the exclusive 
official watch will be 


WMS 


THE WORLD’S MOST HONORED WATCH 


THE WORLD’S MOST HONORED WATCH 


These words are no mere slogan, but a statement of fact. Longines watches 
have won more high public honors than any other watch in the world. 


® WORLD'S FAIRS AND INTERNATIONAL EXPOSITIONS 


Longines is the only watch to win 10 World’s Fair Grand Prizes and 28 Gold 
Medals—each a highest award. 


® OBSERVATORY ACCURACY HONORS 
Since 1878, Longines has consistently entered the accuracy competitions 
organized by the great government observatories. 


In such competitions Longines is the only watch to have been classified first by 
the four observatories—Washington, Kew-Teddington, Geneva and Neuchatel. 
No other watch has a more brilliant record of achievement. 


® THE FIRST WATCH OF AVIATION 
Longines was the first to produce precision watches for air navigation. Practically 
every one of the great pioneer flights were navigated with Longines timepieces. 





III PAN AMERICAN GAMES 
CHICAGO « 1959 


Held under the auspices of the Pan American Union, 
the Pan American Games bring together in friendly competition 
the best athletes of the 21 nations of the Americas—from 
Canada to Argentina. The full Olympic program 
of 18 sports will be held in Chicago from August 27 through 
September 7, 1959. The timing for all events has 
been entrusted to Longines, exclusively. 


VIII OLYMPIC WINTER GAMES 
CALIFORNIA © 1960 


For this great International Olympic Event—the first 
Olympics to be held in the United States for more 
than a quarter of a century—Squaw Valley, California, will be 
transformed into a magnificent winter sports area 
at a cost of $10 million. In February and March of 1960 the 
finest athletes from the world’s great nations, 
some 1,200 strong, will fight for Olympic Gold Medals. 
For this great competition, Longines is preparing 
timing facilities of the most advanced design 
and highest accuracy. All events will be timed by Longines, 
the Most Honored Watch in the World of Sport. 


® THE FIRST WATCH OF EXPLORATION 
Longines watches were chosen by Admiral Byrd for a// of his many Arctic and 
Antarctic expeditions, beginning with his first flight over the North Pole. Names 
of those who have used Longines watches reads like a Who’s Who of exploration. 


® THE FIRST WATCH IN SPORT 

Longines originated the modern system of sports timing in preparation for the 
1940 Olympic Games for which it was named official watch. Longines timed the 
Olympic Winter Games at Oslo in 1952. Longines was official watch for the trials 
conducted by the United States Olympic Committee in 1948, 1952 and 1956. 
Longines is official watch for sports and contest associations the world over, 
among which can be named: NATIONAL AERONAUTIC ASSOCIATION, AMERICAN 
POWERBOAT ASSOCIATION, UNITED STATES AUTO CLUB, SPORTS CAR CLUB OF 
AMERICA, NATIONAL HORSE SHOW ASSOCIATION, NATIONAL COLLEGIATE ATHLETIC 
ASSOCIATION CHAMPIONSHIPS, THE NATIONAL FOOTBALL LEAGUE, MAJOR LEAGUE 
BASEBALL AND MANY, MANY OTHERS. LONGINES IS OFFICIAL WATCH FOR HUN- 
DREDS OF COLLEGES, FOR THE CHAMPIONSHIP BOWL GAMES, THE WORLD SERIES. 
Almost all new American world records in all sports made in the last decade 
have been Longines timed. 














1958. UPGRADE every possible customer to the finest quality 
Longines. The satisfaction that comes from selling an article of finest 
quality such as a Longines watch is a bonus to be added to your profits. 
The larger unit sale of the Longines watch guarantees a larger profit 


if ET LONGINES guide you along the highway of sales and profit in 


on each sale. 


The pride and satisfaction which comes from buying and owning a 
Longines watch remains with your customer after the price has passed 
from his memory. The good-will gained by the store that sold this fine 
article is an added benefit to you which results from every Longines sale. 


When you UPGRADE every possible sale to Longines, you take a long 
step towards better business in 1958. 
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An- 


dis- 


“GREAT RETIRES: 


AlEwen 

other symbol of the past has 
If you walk into the 
mond department of Tiffany’s 


dia- 
and 
look for Thomas Plunkett, you will 
not see him. He retired in January at 
the age of 86. 

An anachronism in a world of 
rockets and space travel, this suave 
and dapper gentleman typified in his 
person those hard-to-be-remembered 
days when men had time to be de- 
liberate. 

He came to Tiffany's in 1900 and 
from that time until now has bought 
and sold the famous store’s most 
precious merchandise. Many of his 
customers have been celebrities. Mr. 
Plunkett sold diamonds to “Diamond 
Jim” Brady and to Lillian Russell. “A 
very lovely lady,” is his gentle com- 

“a very lovely 


appeared. 


ment about Lillian. “a 
lady.” 


‘T RED JEWELRY: Jewelry-store items 
seem to get collective urges to play 
Their 


Not in cars but in tires. 


tricks. 
rides. 


latest fancy is taking 

Word comes of a gold ring set with 
rubies and diamonds that imbedded 
itself in the tread of a tire in Sax- 
The 


mundham, England. ring, no 
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SPEAKING OF THE JEWELRY TRADE 


doubt, but 
the tire went flat. 

On the opposite side of the world, 
in Monon, India, 
ing wrist watch that got the wander- 
It traveled 700 miles inside a 
tire, and when 
was—but, of course!—still running. 

Will Japanese jewelry get the yen? 


was having a grand time, 


it was a self-wind- 


lust. 
it was taken out. it 


C—- CANINE: Buster, a mon- 
grel pup rattled when he coughed. 
One day he up-chucked three ha 
pence and his owner in Ilford, Eng- 
land, began to wonder. What other 
treasures might be dog-gone? 

The veterinary confirmed her sus- 
picions. His fluoroscope revealed 
there was indeed more to come. An 


7 


cp ‘: S| 


operation produced three beer bottle 
caps, two pennies, one piece of bone, 
a crayon, a button, a stone and a 
pair of cuff links. 

Now a sadder and silenter Buster 


is looking for new things to make him 
rattle. 


tf isaaee JUST ABOUT WRAPS IT UP: Gift 

packaging has achieved the ulti- 
mate in the -yes, youve 
guessed it—diamonds! 

When a chemical tycoon gave his 
babe — pardon, his bride—a mink 
coat for Christmas, he had to have 
wrapping to match. Natch. Pleated 
autumn-haze silk and several miles of 
ribbon weren’t enough. It was a dia- 
mond chain that did the trick. That 
looked properly tycoonish. Later it 
would be used to hold the coat in 
place. 

It was the fingers of Mrs. Nam de 
Beaufort that put the creation 
gether. She started off as a portrait 
photographer. Then she switched to 
manufacturing and bottling perfumes 
—on East 37th St. in Manhattan. 
Only three years ago she began gift 
wrapping as a side line. Most of her 
customers are notables because they're 
the only ones who can afford it. In- 
cluded in the list are Rosalind Russell 
and Jackie Gleason. For Jackie she 
developed foil and flower boxes en- 
cased inflated balloons. Once she 
did one destined for a banker—made 
of counterfeit Confederate bank notes. 


use of 


to- 
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JUST REVISED 














x; 
a 9... 


More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 


the Sterling Flatware Patterns at your fingertips 





This book is a necessary selling tool. The Sterling Flatware Pattern Index is 

Used every day by jewelers across the handsomely printed on heavy coated stock 
nation, it contains actual-size illustrations of and is conveniently prepared in loose-leat 
form. Revision sheets are made available at 


active, inactive and obsolete sterli silver 
~ reasonable cost every few years. 


flatware patterns made by manufacturers in 
this country. 


a ee ee ee ee ee am ee EE a ee a wg 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
Revision sheets $6.75 


Easy-to-use, this valuable reference book 
has a complete index which lists: 
® the manufacturer's name 
® the pattern name 


®@ the current status of every pattern 
@ With binder $27.50 © Without bmder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75. 
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The banker came near coliapsing when 
he received it. 

Mrs. de Beaufort was born in 
France and, until 1947 when she 
came to this country, lived mostly in 
Austria. She’s really a countess but 
prefers to be known as Mrs. 

The diamond chain is her most 
spectacular wrap job to date. That 
set the customer back $1,200. 


| hah ISNT JEWELRY? In _ last 

month’s issue your editors ven- 
tured to ask what in the world a 
jeweler could do with “Hot Dog 
Month,” the implication being that he 
couldn’t do anything. 

Already we are obliged to eat our 
words, if not the dog. Auld Crafters, 
Inc., manufacturing jewelers of Co- 
lumbus, Ohio, have made—vwell, not 
a hot dog but its first cousin, a ham- 
burger, into a piece of jewelry. 

It seems Russell Saxby, a local at- 
torney, with a group of barristers 
from various parts of the world, was 
entertained last summer at a garden 
party by Queen Elizabeth at Bucking- 
ham Palace. Among the dainties 
served was the good old hamburger. 
Mr. Saxby kept his, embalmed it in 


some fashion and brought it home. 


Knowing that Auld Crafters special- 
ized in trophies, and odd ones at that, 
he brought them his hamburger. 
Nothing daunted, they mounted it 
on a stainless-steel plaque with a suit- 
able engraved inscription, and put it 


in a plastic case. 
From here on in, we shall set down 
NO item as non-jewelry. 


Ws THE CLOCK WRONG? Sidney 


Bernstein said so. He’s champion 
of the Marshall Chess Club and he 
claims he got a dirty deal. 

He was playing with William 
Lombardy, junior champ of the world. 
He says the red flag on Lombardy’s 
side of the double clock had fallen, 
and so he was entitled to the game. 

But the tournament director said 
not so—the clock was defective. 
Lombardy had not exceeded the two- 
and-a-half-hour limit in which to make 
his moves. 

In any case, isn’t that pretty fast 
playing? We always thought chess 
wames were timed by the calendar, not 
by the clock. 


pus ORLOFF’S COMPENSATION: 

Nothing delighted Catherine the 
Great more than dazzling her succes- 
sion of gentleman friends. She even 
kept them around after they had been 



































"You assured me that Chi-Chi's diamond choker was the only one of its kind!” 
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supplanted because she still liked their 
looks. This took a little doing. 

She would throw them such fish as 
a title, a diamond, an estate, a monop- 
oly. Orloff, for one, became a Prince 


long after he was a Gentleman Emeri- 
tus. In addition, to soothe his in- 
jured feelings, he was given the vast 
egg of carbon that has ever since been 
known as the Orloff Diamond. 


HOULD HAVE BEEN in his nose: The 

sister of Private Durgin received 
a letter from her husband stationed 
in the Philippines, says The Reader’s 
Digest. Enclosed was a snapshot of 
him with a group of fellow Sea-Bees 
about to go on liberty. 

Durgin watched her examine the 
picture through a magnifying glass 
and then write a brief note. 

“Did you finish your letter to Bob 
so quickly?” he asked. 

“Yes,” she said. “Want to read it?” 

Durgin took the glass, looked at 
the snap and smiled. 

She had written: Where is your 
wedding ring? 


pes: Potice! Hep!” So 
screams a raucous voice. 

It’s 2 A. M. The street is deserted. 
Only a low night light burns in the 
jewelry store. A hood has just hurled 
a brick through the display window. 
The brick doesn’t shatter the glass 
into any more splinters than the voice 
shatters the silence. 

The thief stands still with his mouth 
open. The frightful voice goes on: 

“A burglary is being committed at 
237 Blank Street! Police! Police! 
Help!” 

Does the hood blow? What do you 
think? 

The voice he has heard is that of 
the new electronic Talking Alarm. It 
continues screaming until the store 
owner arrives. Even cutting the wires 
won't stop it. And it can’t be de- 
activated in advance; the attempt will 
only set it off sooner. 

Some jewelry stores are 
equipped with the Talking Alarm. It’s 
made by the Protecto-Device Co., 385 
Washington St., N. Y., and is endorsed 
by the Jewelers’ Security Alliance. 


now 
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by Dorothy Dignam 


To help him buy 
the best he can afford 
for his princess, 

you must know the 
answers—and 


speak his language 


What should they spend? Are diamonds a good investment? Questions 


like these come up, and your salespeople should know the answers on .. . 


What engaged couples want to know about diamonds 


© “TREAT ’EM ROUGH and tell ’em nothing” is no 
way to sell diamonds. 

The less a salesman really knows about dia- 
monds, the more he’s apt to rave that all this 
technical stuff only confuses the public and kills 
the sale. This man has his own little set of pat 
phrases—maybe he’s still using the old “blue- 
white and perfect”’ line—and he’s sure that too 
much public education is harmful. (Harmful to 
him it probably is!) 

On the other hand, or maybe across the street 
in another jewelry store, you have the serious 
thinker who has studied so profoundly that 
phrases like “excellent make” and “small inclu- 
sions” just slip out naturally. He doesn’t mean 
to air his education but he’s full of his subject 
and a young couple buying their first diamond 
are his captive audience. 

Some place between these two extremes is the 
happy medium—the salesman who doesn’t spout 
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all he knows but has it all on tap. 

There are questions which pop up at the dia- 
mond counter, however, not answered in sales- 
training manuals or even in etiquette books. They 
are questions of tradition, good usage, and polite 
custom, and the jeweler needs to know the an- 
swers. 

Here are some typical questions. Not all typical 
to your store, perhaps, but somewhere down this 
list you’ll probably find the one that was fired 
at you yesterday. 


Q.—How did this idea about engagement rings 
ever get started? 

A.—It goes back for centuries. An agreement 
to wed was sealed with a pledge. The word “wed” 
means pledge in the old Anglo-Saxon language. 
The pledge was a ring for the girl’s finger. There 
have been rings of braided grass, strips of leather, 
bronze, copper, and later on silver and gold with 
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jewels in them. (There are books on rings which 
give other interesting old traditions. ) 


Q.—But why does it have to be a diamond? 

A.—That’s traditional, but there are definite 
reasons for it. The diamond has always been 
precious and cherished. At one time, the gem 
was so scarce that only kings could own it. The 
custom for a prince to bestow a diamond on his 
future princess is recorded in history as far back 
as the Fifteenth Century. There were other beliefs 
about the stone. The diamond had that mysterious 
inner fire which the ancients couldn’t understand ; 
like love, they said, the diamond burned without 
being consumed. As the diamond was clear and 
pure, it was a symbol of fidelity. And besides, 
perhaps most important of all today, a diamond 
is practical. It is the most durable of all gems. 
A girl can wear a diamond every day for a life- 
time and it won’t wear out or even lose any of 
its luster. 


Q.—Why does the ring have to go on that 
particular finger? (Fourth finger, left hand.) 

A.—The ancients believed that a love vein ran 
from the fourth finger up the left arm to the 
heart, which they could hear beating on the left 
side of the body. The pledge or troth ring was 
put on the left hand at betrothal and then some- 


times transferred to the right hand at the wedding 
ceremony. There are some countries where the 
wedding ring is still worn on the right hand, but 
it’s always the fourth finger. This fourth finger, 
by the way, is the weakest of the five but stands 
next to the tallest finger, which protects it. That’s 
a romantic symbol of man and woman. 


Q.—Should the girl go along when her ring 
is bought? The man doesn’t go along to choose 
the wedding dress. 

A.—Either way is correct. Many rings are sold 
to men alone and every jeweler is glad to set aside 
a small group in a given price range. Then the 
young lady can try them on and make the final 
choice herself. She’s the one who will wear the 
ring. 


Q.—What kind of diamond is a solitaire? 

A.—That word just means solitary—one dia- 
mond, set all alone. It can be any style or size 
of stone. For the last 50 years or so, the standard 
engagement ring has been a diamond solitaire. 
So when people say a girl has her solitaire, they 
mean she’s engaged. 


Q.—We were thinking of a one-carat stone: 
how big is that? 
A.—A carat is a unit of weight—not of overall 


A betrothal ring is 
close to the ‘love vein’ 
—she’ll like to 

know that’s why she’ll 
wear her diamond 

on her fourth finger, 


left hand 





WHAT ENGAGED COUPLES SHOULD 
KNOW ABOUT DIAMONDS (continued) 


size. A one-carat diamond weighs 200 milligrams. 
There are about 142 carats in an ounce. In the 
round stone called a brilliant, a one-carat diamond 
is about the size of a small pea. Not many dia- 


monds are just an even carat, however. The carat. 


is divided into a hundred points, like the cents 
in a dollar. If the gem weighs 99 points, it is 
just a fraction under one carat. 


Q.—How much does a carat cost? 

A.—That depends upon other qualities in the 
gem—not just on the weight. I might ask you 
“how much does a house cost?” and you’d say it 
depended on what kind of a house it was, not 
just how big it was. (This may be the point at 
which to mention flawlessness, color, and cut in 
connection with price.) 


Q.—How much should I spend? 

A.—As much as you can afford. It’s a once- 
in-a-lifetime purchase. You want your wife to 
wear as fine a symbol of your love as you can 
give her. What you can afford will depend on 
how much you are earning, on whether your fam- 
ily is going to give you any help, perhaps on other 
things. For the young man who is buying the 
ring out of what he earns, some jewelers suggest 
that one month’s salary is a good yardstick. 


Q.—What I really want is an emerald cut but 
they cost so much more! 

A.—Not always, but an emerald cut is usually 
a larger diamond of finer quality to begin with. 
In general, the price of a diamond is less affected 
by the style of cutting than by the skill with which 
it is done. A really well cut diamond — what 
jewelers call “well made’”—has the greatest pos- 
sible brilliancy, and that makes it worth more 
than a poorly cut stone which is duller. 


Q.—A square stone doesn’t sparkle as much as 
a round one, does it? 

A.—That’s a difference in the style of cutting. 
The round stone is called a brilliant. The arrange- 
ment of the facets breaks the light into many 
triangular reflections. The emerald cut, no mat- 
ter whether it is square or oblong, has straight 
lines with facets arranged along the sides and 
diagonally across the corners which produce long 
mirror-like reflections. It is lucid and clear al- 
though it breaks light into all colors of the rain- 
bow just as the round stone does. It’s a style of 
cutting that was long used for gem emeralds and 
is now applied to diamonds. That’s why we call 
them emerald-cut diamonds. 
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Q.—What is a baguette? (And don’t move an 
eyelash if she calls it a “bag you et.’’) 

A.—That’s a French word that means “little 
stick” or baton. Baguettes have straight sides 
and are smooth and clear. They’re used for trim- 
ming—for example, to decorate the shoulders of 
a ring. Some are wider at one end to make them 
fit—called tapered baguettes. 


Q.—Is this mounting the style today .. . or 
just what are they wearing? 

A.—The engagement ring is a symbol and it 
is worn for a lifetime. Fashions don’t come and 
go as they do in other jewelry. Of course, designs 
in the mounting do change, and there are different 
ways of setting the diamond into the mounting. 
For instance ... (whatever you want to show). 


Q.—What about these synthetic diamonds 
they’re making—won’t they look just as good? 

A.—The only synthetic diamonds being pro- 
duced today are industrial diamonds—for use in 
tools and other factory equipment. They look like 
grains of black sand and could never be used in 
jewelry. Diamonds for jewelry have never been 
made by man. 


Q.—What’s the truth about diamonds as an 
investment ? 

A.—If you buy anything at retail and you sell 
it again for the wholesale price or less, you’ll get 
less than you paid for it. But a diamond will bring 
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you a higher percentage of what you originally 
paid than anything else bought for personal 
adornment or ordinarily given as a gift. In other 





words, it has more recoverable value and there- 
fore it has a large amount of value as family 
property. And remember, it pays you handsome 
dividends in the pleasure of wearing! A fine 
diamond on a woman’s finger is an object of 
beauty and fashion for her and a badge of suc- 
cess for her husband. 


Q.—Is it true that diamonds are priced way 
beyond their true value? 





A.—Sometimes it seems remarkable that they 
aren’t priced even higher! The miners have to 
dig out and process more than 250 tons of rock 
or gravel to find a rough diamond that can be 
cut and polished into a finished gem of one carat. 
The cost of cutting and polishing is high. Dia- 
mond cutters are among the most skilled and 
highly paid of all artisans. If you buy a solitaire, 
you'll have it for your lifetime and your children 
will have it for generations after you. If you 
invested the same amount in some manufactured 
product—even if you oiled and cleaned and in- 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1958 


spected it every day—the parts would be old and 
the model probably obsolete in five years. A 
century from now your diamond will be just as 
good as the day you bought it. 


Q.—We think we'll just buy something useful— 
we don’t really need an engagement ring. 

A.—Well, believe it or not, that’s just what this 
ring is—useful. It’s first an announcement to all 
your friends and to all the world, every minute 
of the time, that you’re engaged to be married. 
And afterward, for all your lives, it’s a symbol 
of affection. Nothing else you can buy or wear 
—not even another piece of jewelry—means the 
same thing. A wedding ring is a bond of wife- 
hood, but a bethrothal ring is a pledge of devotion. 
And the diamond becomes part of your family 
property and your family history. 


Q.—If we have a double-ring ceremony, does 
the girl really have to buy the man’s ring? He 
buys the other rings. 

A.—Custom says the bride buys the bride- 
groom’s ring because she is bestowing it on him 
—she puts it on his finger. It’s like the dowry and 
the trousseau. These things are hers but she 
brings them to him when she marries him. 


Q.—How should I clean my ring? 

A.—Don’t depend on your usual hand-washing 
to keep it bright. It’s better to remove your ring, 
so you won’t knock it against faucets and so on. 
A diamond is the hardest thing in nature but it 
may crack or chip if you happen to give it a blow 
in a certain direction. Washing can’t hurt your 
ring, however. Scrub it up with a little brush 
in hot suds made with a good detergent, and be 
sure to scrub the back of the ring where dust 
and dried soap accumulate. The under side of 
the stone must be just as clean as the top, so light 
can enter in all directions. That’s what makes 
fire. Rinse in water the same temperature as the 
suds—don’t switch from hot to cold. Dry with 
a soft cloth that has no lint—a piece of soft silk, 
for example. For a quick shine-up, between the 
washings, there are jewelry cleaners that can be 
used on other jewelry as well. ... 

And here are some other care hints: Don’t 
jumble your jewelry together. Don’t let your dia- 
mond ring touch any other piece in a jewel box. 
Diamonds can scratch each other and, of course, 
all other stones. Bring in your diamond just be- 
fore you’re married and let the jeweler give it a 
fine professional polish for the wedding. You 
wear it on your right hand for the ceremony, and 
then put it on your left hand, next to the new 
wedding band, for the reception. You want both 
rings to be a sparkling pair. (If you have a 
regular inspection service, mention it here.) @& 
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by William Scheibel 


WHAT'S 


WHAT IN 


INVENTORY 


How to write up a sales check so that it shows you 
all vital facts at a glance . . . how to handle dia- 
mond-ring trade-ins . . . how to inventory loose 
stones and special orders. Fourth in a series of 
articles showing the way to greater profits—through 
better stock control 


® RINGS ARE INVENTORIED in 
much the same fashion as 
watches. They are grouped or 
classified according to type or 
kind. All bridal pairs or sets are 
entered on pages especially set 
aside for them. The same pro- 
cedure is followed with diamond 
rings, engagement rings, wed- 
ding bands, men’s diamond 
rings, ladies’ stone rings, men’s 
stone rings and men’s fraternal 
lodge rings. If possible, an at- 
tempt should be made to ar- 
range each grouping according 
to its retail price category. In 
other words, all $50 engagement 
rings in one sequence, all $75 
rings in another, all $100 rings 
in another, and so on. 

Please note that bridal pairs 
are entered as such; that is, in 
sets. When sold as a pair, both 
rings are checked out of the book 
simultaneously. However, if only 
the engagement ring is sold the 
routine is slightly different. The 
engagement ring is checked off 
showing date sold, sales slip 
number, name of customer, etc. 
The wedding band is_ also 
checked out of stock, but is trans- 
ferred to the wedding band 
pages. Since no sale was made 
on the wedding band there is no 
sales check number to show, no 
customer’s name or selling date 
to fill in. Instead, we indicate 
that the band was transferred 
by making a notation something 
like this: 


Transferred to Wedding 


The numerals 8277 mean that 
the band is now listed on line 77, 
page 82, in the wedding band 
section of the book. (See Figure 
6.) 

On the wedding band page 
(see Figure 6a) we enter the 
ring as if it had just come in as 
a new item. Source of supply is 
... “Bridal Pairs—7281.” This 
means that the ring came from 
“Bridal Pairs” and that it was 
originally listed on line 81, page 
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72. All of the other data, con- 
cerning this ring, is copied from 
the original entry made on the 
“Bridal Pairs” page. Ring is also 
re-tagged with its new stock 
number 8277. 


inventory control . : . and since 
its role enters the picture at this 
point . . . we will develop its 
form and describe its use and 
function. 


have the name, address and 
phone number of the store to- 
gether with type of goods or ser- 
vice sold. Provision should be 
made to show date of sale, name 
and address of customer, name 


A sales slip should be like 
a good letterhead. It should 
show “who... where... and 
what.” Which is just another Stallment), delivery instructions, 


way of saying that it should etc. A specimen sales slip is 
shown in Figure 7. It includes 


or number of salesman, type of 


sale made (cash, charge or in- 


What the sales check shows 


Since the sales check is an im- 
portant part of this program of 


TELE PHONE - MAIN ISCT 


JONES JEWELERS 


WATCHES .... DIAMONDS .... JEWRLAY 
Expert Repairing & Old Jewelry Re-styied 
999 MAIN STREET GAKVIEW W.-Y. 


ORIGINAL COPY 


RINGS Biidak furs 


cost RETA 


dadire’ 


- Euclid Strat 
Piles 


Abdtes p . 


gy 
Fig. 7. Price tag data on sales slip. 
Fig. 6. The bridal pairs record. Line 81 transfers unsold band to page 82. all information thet salaht over 
be needed in any store for al- 
most any type of inventory-con- 
trol system. 

Sales checks should be printed 
and serially numbered in tripli- 
cate. In no case should a slip, 
individually or in a set, be de- 
stroyed or thrown away. If an 
error is made in filling out a 
sales check it should be marked 
“void” and signed or initialed by 
the owner, manager or buyer. It 
should then be filed away with 
the other slips in numerical 
order. 

When a sale is completed all 
of the data should be filled in, 
and the information on the price 
tag should be copied onto the 
sales check. In some stores it is 
necessary to attach the price tag, 
removed from the merchandise, 
to the original copy of the sales 

(please turn page) 


RINGS 


cosT RETA 


dadire’ Wedding Bande 


Fig. 6-a. The wedding bands record. Line 77 shows transfer from page 72, and 
line 84 shows origin of ring made up from diamonds and mounting in stock. 
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INVENTORY (continued) 


slip, which goes to the cashier 
with the customer’s money. The 
customer gets the duplicate sales 
slip, which is marked “Custom- 
er’s Copy,” while the salesman 
keeps the triplicate. At the end 
of the day he totals his sales and 
turns in his triplicates to the 
owner, manager or buyer for a 
fast perusal of what was sold 
during that day’s business. 

The original copies of all sales 
checks are filed in numerical or- 
der and preserved for at least 
three years. Stores that keep a 
mailing list of their customers 
(and every store should do this) 
copy the customer’s name and 
address onto a 3x5-inch index 
card and file these cards alpha- 
betically. Each time a sale is 
made, the sales check number is 
indicated on that card. Should 
Mrs. John Smith ever come in 
to duplicate a purchase or to fill 
in on some silverware previously 
bought, it is easy enough to re- 
fer to her alphabetical card, ob- 
tain the sales check number or 
numbers and quickly determine 
what her requirements are (see 
Figure 8). 

The importance of maintain- 
ing a mailing list is so well*rec- 
ognized that no further com- 
ments on this topic are neces- 
sary. Suffice it to say that there 
is no better list available than 
one made up of the names of 
your satisfied customers. 


When the cashier has accepted 
the customer’s money and given 
the necessary change, if any, the 
original and duplicate copies of 
the sales slip are rubber- 
stamped “paid.” The customer 
gets the duplicate as his receipt 
and the store keeps the original 
for the files and for inventory 
check-off routine. 


Recording a diamond trade-in 

Now that we have described 
all of the forms essential to this 
program of inventory control, 
let us consider some of the vari- 
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Smith 
42-06 Mountain Road 


Mrs. John T. 
Pacific Heights, Calif 


PAcific 4-74235 





a-))-56 A- 413 
1-4-5, 46-4937 
5-16-57 6-804 











Fig. 8. Mailing-list card shows date and sales check number of every sale. 
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Espert Repairing & Old Jewelry Re-styted 
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ORIGINAL COPY 
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TELEPHONE - MAIN ISOT 


JONES JEWELERS 
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Fig. 9. Trade-in sales slips; left from first sale; right for new purchase. 


ous transactions in which the 
forms are useful. 

Many jewelers advertise the 
policy to take back any diamond 
ring within a year after pur- 
chase, allowing full price paid 
in trade against a higher-priced 
ring. A transaction like this is 
easily handled in this control 
system. 

First, the sale of the higher- 
priced ring is completed and 
that ring is checked out of in- 
ventory in the usual manner. 
The sales slip covering the origi- 
nal sale of the lower-priced ring 


is taken from the files so that it 
may be used in completing the 
records for the new transaction. 
The sales check for the new, 
higher-priced ring is filled out 
with all of the data ordinarily 
required which includes a com- 
plete description of the ring 
taken from the attached price 
tag. The price paid for the first 
ring is then deducted and the 
balance, plus tax, is the amount 
due against the new purchase. 
The serial number of the orig- 
inal sales slip must be shown on 
the new one to justify and ex- 
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filed away in their respective 
places. The transaction is com- 


RINGS Ramen 


cost Reta 


Mons 


Inventory sheet for men’s diamond rings, showing trade-in entries. 


Portions of inventory sheets for men’s fraternal and stone rings. 


plain the deduction made for the 
ring taken in trade. The serial 
number of the new sales slip is 
also shown on the old sales 
check. Thus a complete history 
of the transaction is cross-in- 
dexed on the two sales slips. The 
accompanying illustration (Fig- 
ure 9) explains this fully. 

The first ring, the one taken 
back in trade, is returned to 
stock after inspection and pol- 
ishing and is entered in the book 
in its proper category or group- 
ing as if it were a new piece of 
merchandise just received. The 
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customer’s name and the serial 
number of the original sales 
check are filled in as “Source of 
Supply” like this: 


Thomas Jones 


This shows that the ring came 
from Thomas Jones who origi- 
nally purchased it on sales check 
No. 548. All of the other descrip- 
tive data is repeated, as origi- 
nally written in, when the ring 
was first put into stock prior to 
its sale to Thomas Jones (see 
Figure 10). 

The two sales slips are now 


pleted and the inventory book is 
up to date and correct. It shows 
the higher-priced ring sold; it 
shows the lower-priced ring 
back in stock, properly tagged 
as it was in the beginning. 

Stone rings and men’s frater- 
nal lodge rings are entered in 
much the same fashion as the 
other rings described above. 
Stone rings are identified by 
kind or type of stone, such as 
ruby, zircon, emerald, etc. Lodge 
rings are identified by name of 
lodge or fraternal order, such as 
Elks, Moose, Masonic, etc. (see 
Figure 11). 

All other items are entered in 
much the same manner. In each 
instance it is important to show 
the information necessary to 
identify the article in question. 
In every case this data must in- 
clude date received, source of 
supply, name or model number 
of item, cost, retail price and 
such other bits of information 
or description which common 
sense dictates as needfu!. 


Loose diamond transactions 


Loose diamonds are kept in 
their original “papers” or pack- 
ets and all such “papers” held 
together in a leather wallet or 
folder. In many stores only the 
owner, manager or buyer has ac- 
cess to this wallet which is kept 
locked in a special or separate 
compartment of the safe. 

Each such “paper” of dia- 
monds is serially numbered as 
received, thus: LD #1, LD #2, 
LD +3, etc. The initials “LD” 
stand for “loose diamonds.” 
Each packet is entered in the 
inventory book where all perti- 
nent data is shown. This in- 
cludes number of stones in pa- 
per, weight per stone, total 
weight of “paper,” cost in code, 
retail price per stone, color and 
quality. 

On the outside of the “paper” 


(please turn page) 
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INVENTORY (continued) 


itself only the following data is 
indicated : 


Number of packet 
Kind of cut 


Weight per stone 
8 pts. Total wt. 2.88 Cts. 
RNXX per stone 
$20 per stone 


Cost in code 
Retail Price 

When stones are removed 
from “paper” either for sale or 
to set up mountings, a record of 
each transaction is noted on the 
packet until all stones have been 
used. This record shows number 
of stones used, for which mount- 
ing they were required or on 
which sales slip the sale is re- 
corded. It also shows the num- 
ber of stones still remaining in 
the parcel. The manner of keep- 
ing this record is shown in Fig- 
ure 12. Where we show a 
“mounting number” we refer to 
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Fig. 12. As loose diamonds are sold 
or mounted record is made on packet. 
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MOUNTINGS 


Fig. 14. Line 13 covers sale shown below. Line 40 shows transfer of wedding 
band mounting (set with stones from L.D.17) to Wedding Bands. (See Fig. 6-a.) 
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Fig. 13. Sales slip lists price of 
mounting, stones; charge for setting. 


the page and line number on 
which that mounting was listed 
while still in stock as such. For 
instance, mounting 10673 refers 
to the mounting listed on page 
106, line 73. The correctness of 
each deal and the accuracy of 
each diamond count are verified 
by the signed name or initials of 
the owner, manager or buyer. 

When making up a ring to 
special order, using mounting 
and stones from stock, inven- 
tory-control routine is as fol- 
lows: First, check the mounting 
out of inventory in the regular 
way showing customer’s name, 
sales-slip number, etc. Next 
check out loose diamonds in the 
inventory book and on the dia- 
mond “paper” as_ described 
above. 

In filling out the sales slip in- 
dicate all data shown on price 
tag removed from mounting plus 
required information concerning 
the loose diamonds. Sales slip 
should look like Figure 13. 
Please observe that this sales 
check gives a complete history 
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MOUNTING 
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Fig. 15. Loose diamond inventory. Line 60 shows six stones set into mounting 
for customer. Line 61 lists others used with wedding band. (See Fig. 6-a.) 


of the transaction and it ac- 
counts for the mounting, stones 
and the setting. 

If a ring is made up for stock, 
using mounting and stones al- 
ready in inventory, follow the 
above procedure with two minor 
changes. Since the ring will go 
into stock it must be entered into 
inventory as a new item in its 
proper classification. If it is a 
wedding band it will be entered 
on a wedding-band page and will 
take on a stock number which 
will include page and line num- 
ber of its listings. That new 
number is now considered the 
destination or “customer” of the 
mounting as well as the loose 
diamonds taken from the parcel 
for the new ring. This new num- 
ber is, therefore, shown under 
the heading of “‘customer” as 
well as under “sales slip num- 
ber” for both mounting and 
stones. See “arrowed” entries 
on specimen pages for Mount- 
ings, Loose Diamonds and Wed- 
ding Bands. 

When indicating cost (in 
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code) of the new ring be sure to 
include costs of mounting, loose 
diamonds and setting. From that 
total the retail price of the new 
ring can be established. 

Since the inventory of china, 
glassware and silver flatware of- 
fers certain problems somewhat 
different from those encount- 
ered with other items carried, 
this particular phase of inven- 
tory control will be covered in a 
later chapter. 


Multi-unit store transfers 


Where there are two or more 
stores in a group or chain, each 
store keeps its own inventory 
records while the main office 
maintains a master control over 
them all. This enables each store 
manager to visualize the condi- 
tion of his stock at a glance and 
helps to take periodical physical 
inventories easily and quickly. 

Whenever a piece of merchan- 
dise is switched from one store 
to another the transaction is 
handled as if Store “‘A”’ sold the 
article to Store “B.” Store “B”’ 


is considered to be the customer 
and all records are made out as 
if a regular sale had been made. 
Store “B” inventories the item 
and considers store “A” as the 
source of supply. The listing in 
the inventory records is made 
just as complete as if the article 
had come from a wholesaler or 
manufacturer. 

Store “A” fills out the neces- 
sary sales slip, in triplicate, in 
regular fashion. Store “B”’ is 
shown as “Customer.” Dupli- 
cate copy of sales slip goes with 
merchandise; original copy is 
filed with all other Store “A” 
sales checks. The triplicate copy 
goes to the main office for its 
records in maintaining the con- 
trolling inventory over all 
stores. 

Store “B” considers the dupli- 
cate copy of the sales slip as its 
invoice and handles it accord- 
ingly excepting, of course, that 
no payment of any kind is made 
to Store “A.” 

With the controlling inven- 
tory record in the main store it 
is easy to locate any item that 
may be desired by any branch. 
Thus, if Store “C” has a custom- 
er for a $150 Line “B” ladies’ 
watch . . . but does not have it 
in stock a phone call to 
headquarters is made. From the 
records kept there it takes only 
a moment or two to determine 
which other store in the chain 
has the required watch. Instruc- 
tions are then issued to that 
store to pass on or transfer the 
item to Store “C.” gee 


NEXT MONTH — William 
Scheibel tells how to take a 
physical inventory with speed, 
ease and accuracy. Annually, 
semi-annually, quarterly or even 
monthly, you will know the 
value of stock on hand .. . can 
check the health or sickness of 
each department .. . increase 
stock turnover ... and make a 
higher profit on your 
ment. 


invest- 
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Here’s a shocker—beans to symbolize sterling! But the 
Towle people used their “beans” when they put this pic- 
ture in their new Sterling promotion. Beans are a family 
standby, an American “must.” So is solid silver, says the 
ad—a “must” to dress up informal living. Plant this idea 
in the minds of your customers, and watch your sales soar! 


ie 

Whimsey always gets the girls, especially when it speaks of 
young love in bloom. The Reed and Barton ad men made 
effective use of these spooning bunnies to foster thoughts 
of a future “dream home” where the best is none too good. 
Next step: Young customers can start making their dreams 
come true now, by collecting solid silver table ware which 


they can see and feel and gloat over now. 


These pictures 
lifted from current 
sterling ads have 


exciting significance 


for you, the retail 


jeweler. Study 
them carefully and 
you will see that 
each contains a 
selling idea, many 


with a new slant 
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advertising 


sterling silver 


FROM BEANS 


TO BREAKFAST 


® RECOGNIZE THE PICTURES on these pages? 

You should; because each is a key section of an 
ad being used this spring to promote the sale of 
sterling flatware. 

Where’s the sterling in these pictures? you may 
say. There’s not a teaspoon in sight! 

That’s right. We left out the silver purposely 
to emphasize the pictures, which speak of young 
love, home and children—the good American life 
as we know it today. 

What you see here is the new appeal in silver 
promotion. And it’s not based on guesswork. It’s 
based on fact —fact uncovered by the recent 
Dichter report (Motivational Research Study of 
the Sales and Advertising Problems of Sterling 
Silver.) We gave you a digest of this study’s 
findings in our February (1958) issue. 

Here’s the gist of the new slant: Sterling silver 
isn’t a luxury and just for “best.” It’s for every- 
day—for informal living whether you’re enter- 
taining the boss or serving a quick lunch of 


(please turn page) 


They’re deeply in love—an old theme that never grows 
stale when it comes to implanting a desire for sterling. 
This is from Lunt’s ad “With Marriage in Mind.” “Years 
from this moment you will be proud you chose sterling,” 
says the copy. “For here is one of the loveliest things you 
can own—that you will use and enjoy every day of your 
married life... .” Here are some more sales points with 
appeal for today’s practical young women: Solid silver need 
never be replaced; it actually becomes more beautiful as 
time goes by, and the more you use it, the easier it is to 
keep clean. 


Kids cutting up lead to thoughts of solid sil- 
ver? The Gorham Company thinks so. Their 
ad men believed the Dichter recommendation 
that sterling needs to be associated in people’s 
minds with family fun. And this extract from 
a current ad, labeled “Is Your Family a fun 
family?” links enjoyment of little things with 
meal time; and the use of sterling at every 
meal with the kind of family pride which leads 
to family unity. ... Build up a warm attitude 
toward sterling—convince your customers that 
sterling is for most families, not just the 
“elite’”—and you’re bound to up your sales. 


Solid silver is good taste: Girls who know 
what’s what start collecting it early. That’s 
the message of this picture from a current 
Heirloom ad. The girl is Mary Martin’s daugh- 
ter, Heller; and the ad says she is thrilled be- 
cause her father (Richard Halliday) has just 
started her on sterling. ... The Dichter report 
tells us that RMC (recent middle class) girls 
need reassurance that sterling is “right.” This 
picture does just that. Perhaps you can get a 
popular young matron, with social know-how, 
in your community to endorse sterling for your 


local advertising. 





Sterling shower for the bride-to-be? You bet! Nothing could be more wel- 
come. Single pieces cost no more than many linens and kitchen gadgets— 
and silver never wears out! It’s as enduring and satisfying as the friend- 


ADVERTISING STERLING 
FROM BEANS TO BREAKFAST 


(continued ) 


baked beans to the kids. .. . The soft gleam and 
gracious permanence of solid silver on your table 
adds tone to family living; it helps teach children 
manners and promotes family pride, family unity. 

In short, silver is being humanized through 
these story-telling advertisements. Their message 
is bound to reach your chief prospects, girls aged 


Mothers who care avoid off-the-kitchen- > 
counter meals. They know a table set 


with silver for every meal creates an at- 
mosphere where good manners just natu- 
rally grow. International brings this out 
admirably in this pleasant family scene, 
part of a spring ad. Once parents come 
to think of sterling as a real prop in 
child-rearing, they’ll find the money to 
buy it. 


ship of those who give it. The happy faces in this portion of a Kirk ad carry 
this message. Try putting the same story across in the women’s sections of 


your local newspapers. 


15 to 25, and homemakers. The ads are appearing 
in many popular women’s magazines. 

You can use the same appeals in your own ad- 
vertising, window cards and selling approach. 
Look at what some of the ads are now telling 
teenagers, brides and young mothers: 

e “Some things will stay hidden in your young 
(please turn to page 90) 


4 Sterling for every day is the big selling point 
in the new Wallace ads. They tell you it’s al- 
ways at home on your table, with cotton, plas- 
tic and pottery as well as with fine linens and 
limoges. “When you eat with Wallace every 
day, it needs no more than soap and water 
care,” the copy advises homemakers. 

How about a window display showing a table 
set with pottery dishes, plastic mats and solid 
silver? Tastefully done, it should draw atten- 
tion and comment—and start on-the-fence cus- 
tomers to thinking about sterling positively. 








DIAMOND PLATINUM 
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by Raymond Abrahams 


| 
i 
: 
; 
i 
) 
i 
. 
q 
i 
| 


A truly outstanding collection of 
superb diamond platinum 
bracelets . . . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $750 
to $15,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457 
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Treasured beyond all other gifts 


At last, the moment you have waited for . . . the celebration of a grand 
achievement . . . to be remembered always by this treasured gift of 
diamonds. . . . Beyond all other gifts . . . “A diamond is forever.” 


This year, let a diamond make memorable that special anniversary, or 
important birthday, a debut, the birth of a child, or any significant event. 
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V2 carat, $220 to $455 
1 carat, $550 to $1210 
2 carats, $1380 to $3410 
3 carats, $2545 to $6365 


Color, cutting and clarity, as well as 

carat weight, contribute to a diamond's 
value. A trusted jeweler is your best adviser 
Prices shown cover range of quotations in 
January, 1958, by representative jewelers 
for their top-quality unmwunted diamonds 
(Federal tax extra.) Prices vary with 

top qualities offered. Exceptionally fine 
stones are higher 


De Beers Consolidated Mines, Ltd 


to promote your diamonds 


diamond gift advertising 


in Time, Newsweek, The New Yorker, Town & Country, National Geographic 


diamond selling ideas 


Two free booklets for you and your sales staff 





Ideas for building diamond gift sales 


This practical, “how-to-sell” booklet outlines 
your market, your prospects, your best sales 
approaches. Written by Gladys Babson Hanna- 
ford, noted lecturer and authority on diamonds, 
it points up the big opportunities for sales of 
bigger diamonds... for anniversaries, days of 
birth, and other gift occasions. 


Ideas for better diamond salesmanship 


An informative sales manual for your sales- 
people. It discusses why people buy diamonds, 
outlines questions customers have in mind when 
they come in to buy, and presents interesting 
facts that make it easier to talk about, and sell, 
diamonds. Useful diamond-selling charts are 
included in this booklet. 


De Beers Consolidated Mines, Ltd. 


send for free copies now 


Diamond Promotion Dept., THE REUBEN H. DONNELLEY CORP., 230 East Sandford Blvd. 


Gentlemen: Please send me. 


. Mt. Vernon, N. Y. 


copies of “Bigger Sales of Bigger Diamonds,” 


copies of “More Dollars from Diamonds” 


Name 





Address 
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Between you and the sale of a diamond .. . 


Your diamonds in Public 


by Gladys Babson Hannaford 











“Tt’s cracked, so it can’t be a 
diamond!” the customer insisted. 
(Diamonds are hard, but have 
cleavage planes—she hadn’t 


given loving care to hers) 








* Into a jewelry store came a woman with a ring 
in her hand and fire in her eye. No, she didn’t 
want an appraisal — just a statement that the 
stone in the ring was not a diamond and had been 
misrepresented to her when she purchased it as 
a diamond. 

She said, “You look at it. It’s cracked, so it 
can’t be a diamond. Everyone knows that a dia- 
mond is so hard that nothing can even scratch it.” 

She raged on that the jeweler who sold her the 
ring had refused to return her money and she 
was going to sue. In her anger, she probably 
gave him no chance to explain. 

When asked if the stone had had a hard blow 
recently, she brushed the thought aside: “Yes, 
but that wouldn’t hurt a diamond.” It was an 
old story although, fortunately, not a common 
one. She had slipped getting out of the bathtub 
and, in regaining her balance, had swung her 
hand hard against the tile wall. You know the 
rest. She had just happened to hit the diamond 
rather hard in a cleavage direction and a crack 
appeared. 

This can be a very difficult situation and it is 
based on misunderstanding. Everybody is fas- 
cinated by the hardness of the diamond. By men- 
tioning the hardness with no further explanation, 
an injustice may be done to the diamond, for the 
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jeweler is really encouraging the customer to be- 
come careless with a very valuable possession. 

Recently, I was shocked to see a friend of mine 
washing her dishes with her diamond engage- 
ment ring and diamond wedding band still on her 
finger. In fact, she was scouring a pan with steel 
wool. When I asked if she usually wore rings 
while doing housework, she said, “No, only these. 
Nothing hurts diamonds.” She has nice jewelry, 
but these rings are the most valuable pieces she 
owns. She was startled when I told her what 
could happen. She took them off then and there. 
Even if the diamonds came through unscathed, 
think what the steel wool was doing to the mount- 
ings! 

A jeweler ought to explain that the diamond is 
the hardest gem mineral known but that it does 
have cleavage directions. If it gets no brutal 
treatment, it will last for generations, but a hard 
blow in a cleavage direction can nick the girdle 
or actually crack the gem. 

Women are quick to recognize that fine things 
deserve fine care. It is only because they feel a 
diamond can withstand anything that they some- 
times treat it carelessly—or worse. A word from 
the jeweler to the customer that her diamond 
deserves tender, loving care will make her value 
it the more. Zan 
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-BAUMGOLD DIAMONDS 


as worn by 


Metropolitan Opera Star 


RISE 
STEVENS 


during her installation 


as 


AMBASSADOR 
of 
DIAMONDS 
for 
1958 


Creators of 


CIRCLE OF LIGHT 
DIAMONDS 


JAGER BLUE DIAMONDS 
HEART DIAMONDS 
and other 





Be sure to see the Baumgold Exhibits in the Belgian Section 
at the Brussels World’s Fair—April 17, October 19 FANCY SHAPES 


BAUMGOLD BROS., INC., 580 Fifth Avenue, New York 36, N. Y. 


New York @ Los Angeles @ Toronto ® Montreal @® Vancouver ® London ® Antwerp 
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Apprehension? Ruth Farrell awaits “painless” piercing. 


Satisfaction! Her earrings are safe—thanks to Whitney. 


Piercing without pain 10 protect PRECIOUS EARRINGS 


by Virginia Meloney* 


© THIS BUSINESS OF EAR-PIERCING—to aid in milady’s 
adornment—has been made safe, simple and even pain- 
less (according to his customers’ testimony) by a cer- 
tain practicing jeweler in St. Petersburg, Fla. 

He is Harold Whitney, whose method of putting a 
permanent hole in the ear lobe is definitely easier to 
take than the old methods—slitting the ear, or placing 
a potato behind the lobe, jamming a needle through. 
and probing for the incision later. 

Mr. Whitney devised his system eight years ago. 
Since then he has “treated” both men and women, aged 
13 months to 90 years. He begins the process by mea- 
suring carefully to find the lobe’s exact center—“‘no two 
ear lobes are the same shape and size.” Next he douses 
the area with alcohol; places a piece of pith wood or 
cork behind the lobe and pushes through the ear the 
sharpened end of a 14-karat go!d “trainer.” The trainer 
is a tiny screw with a decorative gold “head.” 

l‘inally he screws a little nut on the “trainer” and 
the job is done. His patient wears the “trainer” earring 
for two or three weeks, bathing the pierced areas with 
alcohol and twisting the screws occasionally the first 
three or four days. When the trainers are removed, the 
holes remain. 


° Why the recent upsurge in ear-piercing? It corre- 
sponds, apparently, with the increased demand for more 
expensive earrings. 


*Society editor, St. Petersburg, Florida, Independent. Condensed by 
permission of that newspaper. 


74 


Tears, says Mr. Whitney, frequently precede the de- 
cision to pierce—tears at the loss of a precious earring. 
Any pain in ear-piercing is nothing by comparison. 
Milady knows that even heavy antique jewels are secure 
when they swing from pierced ears. 

Mr. Whitney keeps an autograph book for his cus- 
tomers’ remarks. Generally the report is, “No pain, no 
blood, just fun.” One woman wrote there were tears 
in her hubby’s eyes, “But these were my ears being 
pierced!” 

Quipped the first brave man to have the screws ap- 
plied: “Okay; so now there are three holes in my head!” 
A certain young woman, Ruby Sutton, who endured the 
process on November 6, 1952, wrote: “It didn’t hurt at 


‘ 


all but I’m glad it’s over.” But, it wasn’t “over” for 
Ruby and Harold; it was just the beginning. Two and 
one half years later, Ruby became Mrs. Harold Whitney. 

Medical authorities no longer believe that piercing is 
good for ears; but they apparently attach no harm to 
it either. Nor have there been complaints from the 
winsome women through the ages who have had it 
done—Juno of Homer’s /liad to today’s TV stars. 

Both honor and superstition, incidentally, have been 
connected with the wearing of earrings. The sailor who 
sports a gold one, for example, must have sailed the 
. . Perhaps the oldest belief is 
that ear gems protect the wearer from evil sounds and 


seven seas to earn it. 


malicious suggestions. [Prove that’s true, and you'll 


sell pierced ears and gems to hang in them, to every 
lovely lass in the land! | Zee 
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WILLIAM WAGNER 


With this issue, William Wagner rejoins 
the editorial staff of JC-K as instalment 
credit consultant. He is eminently qualified 
for that role. From 1942 until Jan. 31, 1958, 
he was executive secretary of the National 
Association of Credit Jewelers (later the 
National Jewelers Association) and he now 
serves the Retail Jewelers of America as 


consumer-credit adviser. 


Mr. Wagner’s articles will be of value to 
jewelers of all types. Consumer credit con- 
stantly grows in importance—and JC-K’s 
expanded editorial program will keep you 
well informed through facts, figures and 


experienced reporting. 








by William Wagner 


More Instalment 


Selling a 1958 
MUST for Retail 


Jewelry Business 


® IT IS A FACT that thousands of retail jewelers 
want to know what can be done to make their 
business bigger, better and more profitable. It is 
also a fact that a large part of the jewelry in- 
dustry has dodged and pushed aside instalment 
selling . . . consistently and persistently. That 
paradox serves as a reminder of an incident of 
pioneer tobacco-chewing days. 

Sick and tired of having the firebox of her 
cookstove used as a spitbox, the lady of the house 
bought one of those newfangled, artistically-dec- 
orated cuspidors. When the champion “chawer” 
came for his weekly night at cards, the cuspidor 
was placed alongside his customary chair. It was’t 
long before he felt the need to unload. He glanced 
at the fancy spitoon, looked toward the familiar 
stove, and began to show signs of bolting for the 
door. The cuspidor was given a slight push, just 
enough to bring it to his attention. He jumped 
up and sputtered, “If you don’t take that damn 
thing away, I'll spit on it.” 

For years and years, instalment selling has 
been used effectively by many people in many 
places to make sales where no sales were made 
before. A large part of the jewelry trade, how- 
ever, pushed it aside. Figuratively speaking, 
jewelers spit at it and on it. 


The time has come 


Now, when a fog of doubt enfolds the economic 
situation, the jewelry industry needs to take a 
good look—maybe a whole series of looks. It no 
longer can afford to dodge that which 30 or 40 
years ago may have worn earmarks of a sus- 
picious innovation. The jewelry business should 
try to do —and undoubtedly must do — in 1958 
what prosperous business has been doing for a 
long time. 

Members of the jewelry industry will find within 
reach, if they look with open eyes and open minds, 
a way to get a larger share of the money spent by 


consumers for other than shelter, clothing, food 
(please turn to page 78) 
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MORE INSTALMENT SELLING 
(Continued from page 76) 


and medicine. Successful businesses in other lines 
have discovered this way—and so has a substan- 
tial part of the jewelry business itself. 


Just what the industry needs 


It may seem daring—perhaps would be con- 
sidered foolhardy by many who depend upon the 
jewelry business for their livelihood—to assert 
that instalment selling is the potential of a cure- 
all for everything that ails the jewelry business. 
Moreover, it undoubtedly would be far-fetched to 
predict that if all jewelry stores were turned into 
enthusiastic instalment sellers, the jewelry busi- 
ness would have no more off-years. 

Wholehearted use of consumer credit by 
jewelers, however, could be, and likely would be, 
the blood transfusion which an admittedly sick 
business now needs. Jnstalment selling, given the 
right chance, would keep the jewelry business in 
jewelry stores. 

Two points to be scored and underscored are: 
(1) the instalment method of selling is a proved 
means of increasing sales volume and (2) a lot 
of jewelers always have been and continue to be 
non-instalment and anti-instalment in their think- 
ing. It also may be added that too many jewelers 
who make use of consumer credit always have 
been and still are half-hearted in their acceptance 
of credit selling in any form, except good old- 
fashioned charge accounts—a luxury much too 
expensive nowadays for even a so-called “luxury” 
industry. 


Figures can be truthful 


Now, let’s take a look at a few figures. If you 
do not agree with those used, maybe you will 
accept a challenge to produce better ones. 

Business that pushed hard for instalment vol- 
ume in the years immediately following the end 
of World War II increased credit sales as much 
as five-fold between the end of 1947 and the be- 
ginning of 1958. But since Dec. 1, 1946, when 
jewelry was released from wartime consumer- 
credit control, the proportion of instalment sales 
within the retail jewelry industry has increased 
only about ten per cent. 

In other words, a jewelry store which did 70 
per cent of its dollar volume in instalments in 
1947 did about 77 per cent of its dollar volume 
on credit in 1957, provided it conformed to the 
trade’s average percentage gain. 

To make the foregoing illustration still clearer, 
assume that in 1947, a credit jewelry store with 
$100,000 in sales did $70,000 on instalments. In 
1957, that same store if it again had $100,000 in 
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total sales, would have had an instalment volume 
of $77,000. Think what that small gain repre- 
sents in inaction and stagnation! 

In those same ten years, credit sellers of other 
commodities doubled and redoubled and doubled 
again their instalment volume. If jewelry stores 
had made such gains, what would the total sales 
volume of jewelry stores have been in 1957? What 
would the retail sales volume of the jewelry in- 
dustry be in 1958? Would anyone be talking about 
cure-alls and blood transfusions? 


Resistance and indifference to roadblocks 


While resistance to the use of the instalment 
method to sell more jewelry has been mainly pas- 
sive, the trade’s indifference to consumer credit 
assuredly has been most positive. There are a 
number of reasons for that, and some of them are 
potent. That does not mean, however, that they 
should prevail. 

If the jewelry business is to benefit in 1958 from 
the large cash and credit buying power of the 
consuming public, instalment selling must be used 
to the utmost. Making it easy to buy—dquality at 
prices that are right and on easy terms—is what 
a large part of the public demands, no matter 
what commodity may be involved. Non-instalment 
and anti-instalment roadblocks within the jewelry 
industry, therefore, will have to be removed. 


Make use of experience 


Thousands of retail jewelers who eagerly await 
an answer to what can be done to bring more 
customers to more jewelry stores will be given 
concrete help, though belatedly, if the jewelry 
trade will make good use of the credit-selling ex- 
perience of all business. The economy of the 
present, and of the foreseeable future, rests upon 
credit. That alone argues convincingly for the 
need for action. 

The opportunity exists in 1958 to sell more 
jewelry to more people by more instalment selling. 
The big question, a multi-million dollar one, is 
up to the industry—the whole industry—not just 
one, or two, or a half dozen firms. Retail jewelers 
cannot do the necessary instalment-selling job 
by themselves. The industry can do it—do it for 
the retailers and the entire trade. 

From time to time, case histories will be used 
to show and impress upon the jewelry industry 
that talk about how effective sound instalment 
selling can be as a jewelry business builder is not 
just heresay. By reviewing what has been done, 
the road ahead will be made much less formidable 
and forbidding. Zee 
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Powerful national advertising 
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. all mean more profits for authorized Starfire Jewelers. 


A. H. POND CO., INC. @ SYRACUSE 2, N. Y. “| 








Graduation time: 


A gold mine 


for jewelers 


More than 1.5 million high school seniors will 
receive diplomas this spring. Most of them want 
jewelry store gifts. Are you ready to profit from 


this biggest-ever opportunity? 


® WHAT GIFTS DO HIGH-SCHOOL GRADUATES want 
most? And how many of those gifts do jewelry 
stores carry? 

Scholastic Magazines made a survey last spring* 
and discovered the 16 categories that are most 
popular with the young folks. And ten of those 
16 are sold in jewelry stores! 

Among the boys, 46 per cent wanted watches. 
That is to say, nearly half the nation’s male high- 
school seniors named watches as one of their 
choices. After that they listed two items which 
the jewelry store cannot supply, clothing and auto- 
mobiles. Following this came five jewelry-store 
items in a row: radios, typewriters, luggage, 
record players and electric shavers. Twelve per 
cent wanted money. Then came cameras and 
pens, both jewelry-store merchandise. Then sports 
equipment. And finally jewelry per se and leather 
goods (not luggage). 

The girls listed the same categories in slightly 
different order, but added hope chests and silver- 
ware. With them, however, luggage (surpris- 
ingly) came first. Then watches and then radios. 

Here are the complete lists. In each, the per- 
centage of boys or girls who expressed desire for 
the item is given and also the percentage who 
actually received it (as based on a second survey). 








* Students were asked to name the three gifts they most desired. 
Then, after graduation, they were asked to name the three major 
— they received. A total of 860 boys and girls in 37 states furnished 
information. 
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GRADUATION GIFTS: WHAT SENIORS WANT 


Girl graduates 
% who 


Boy graduates 
% who % who % who 
wanted received Gift wanted 

46 41 WATCHES* 33 
38 64 CLOTHING : 35 
28 8 AUTOMOBILES 3 
24 16 RADIOS* 21 
21 12 TYPEWRITERS* 2 9 
22 25 LUGGAGE* 38 
15 10 RECORD PLAYERS* 7 
12 14 ELECTRIC SHAVERS* 5 
12 MONEY 19 
11 CAMERAS* ; 10 
11 PENS* 11 
11 RECORDS f 3 

8 SPORTS EQUIPMENT 3 2 


JEWELRY & 
5 é LEATHER GOODS* 9 28 
— HOPE CHESTS 14 11 


—- SILVERW ARE* 11 7 
* Indicates graduation gifts always or often carried by 
jewelry stores; other merchandise in this list may be found 
in some jewelry stores. 





received 








It is worth noting that of the non-jewelry-store 
categories, records and sports equipment are way 
down the list, and money (not being merchandise) 
doesn’t count. Of clothing, which rated high in 
preference, both boys and girls actually received 
more than they “wanted.” (Doubtless, the parents 
figured they’d have to give the kids clothing any- 
way, and the gift might just as well serve two 
purposes.) Of cars the young folks received far 
fewer than they desired—for obvious reasons. 

It‘s also worth noting that among both boys 
and girls a far larger number received gifts of 
jewelry than the number who expressed the wish 
for it. The conclusion would seem to be that a 
lot of parents consider jewelry a “natural” grad- 
uation gift. And since they (or other relatives) 
are the ones actually making the purchases, the 
jeweler can make the most of this fact. 

In general, it may be to his advantage to “go 
along’ with the preconceived notions of the pur- 
chaser, and only when the purchaser is uncertain 
what to buy, to volunteer his suggestion as to 
what (he knows very well) the youngsters would 
like. 

In any case the point for the jeweler is the 
great big beautiful fact that his store is furnished 
to supply two-thirds of the most desired gifts to 
a market one and a half million strong! 

JC-K has, from time to time, offered many sug- 
gestions as to how to capitalize on this huge po- 
tential. No doubt, you remember many of them 
and you will think of others. 

This report is intended to drive home the vast- 
ness of the graduate-gift market and to point up 
the tremendous opportunity it provides for you, 
the jeweler. 

It’s your baby now. Or rather, your teen-ager! 

| ee 
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This trademark is the symbol of one 


of America’s large diamond importers 


that has served quality jewelers for 


four decades. 
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Rockefeller Center « New York 20, New York 
MEMBER AMERICAN GEM SOCIETY 


ANTWERP + CINCINNATI + DALLAS + NEW YORK + LOS ANGELES + PORTLAND 
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Step right up, 

folks, and 

meet Milton Artz 
and his pink 
Cadillac. Read all 
about the young 
New England jeweler 
who proved that 
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a little show 
can make 
you grow 


by Edward Rose 


© “SHOWMANSHIP is the heartblood of business,” 
says Milton Artz, who uses a pink Cadillac for 
traveling between his jewelry stores in south- 
eastern New England. He opened the first of 
these stores ten years ago in the small city of 
Webster, Mass., (population 13,000) and did 
about $65,000 worth of business that year. Today, 
he says, that store has an annual volume of $250,- 
000—which would seem to support his theory that 
showmanship pays off. 

In 1949 he opened his second store, Art’s Jewel- 
ers, Inc., in Willimantic, Conn., another small 
town about the size of Webster. Last year, when 
this store moved to a bigger location, showman 
Artz managed the grand opening in this manner: 

Five thousand balloons, each bearing the name 
“Art’s Jewelers,” festooned the sky over the city. 
Many contained slips of paper worth free gifts 
to the lucky finders. Every hour on the hour 
drawings were held at the store with more gifts 
going to winners. Crowds milled about, and the 
event was discussed for weeks afterward. All 
told, a thousand dollars in gifts was given out to 
help promote the new store, and many more dol- 
lars came back in the form of new customers, 
good will and publicity. Twenty thousand cir- 
culars were mailed to residents of the town and 
the surrounding area, and four pages of adver- 
tising were used in the newspaper to announce 
the opening. 

To make it a civic affair, many of the city’s 
dignitaries took part in the ceremonies. This fol- 
lowed Milt’s policy that although showmanship 
is a strong factor, each store should also be an 
integral part of its community. His managers are 


By now, Milton Artz’ pink Cadillac has become something 
of a personal trade-mark. He seldom relaxes this way. 


active in the Chamber of Commerce, sponsor Lit- 
tle League baseball teams, and do all they can to 
build solid roots in the town. The managers, in 
turn, instill this idea in the salespeople of the 
store. 


He’s a dee-jay—and has fans 


Milton Artz travels extensively, building new 
promotions and seeing that his old ones are going 
smoothly. He spends at least one day a week in 
each store and speeds back and forth in that 
shiny, pink Cadillac. Most people know the car 


and figure, “There goes Milt Artz, the jeweler, 
(please turn to page 84) 
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Exquisite originations for connoisseurs eauty. To sell these valued 
customers, make the House of Heyman your primary resource for new 


interpretations of precious jewelry, or unique remountings of heirloom pieces. 





642 Fifth Avenue, New York 19, N. Y. 


Neckiaces—$1000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy rings—$175 and up; Brooches—$275 and up; Earrings—$250 and up 








STEP RIGHT UP, FOLKS 
(continued from page 82) 


“In a small town,” says Mr. Artz,” a jewelry store be- 
comes more than a jewelry store, to attract customers.” 


off somewhere in a hurry.” He might be off to a 
jewelry show, a convention, a buying trip. But 
no matter where, you can be sure he’s looking for 
and thinking up new ideas. 

Milt has turned disc jockey and announcer. He 
runs two hour-long radio shows each week di- 
rectly from the Webster store. Curious passers- 
by flock in to watch, and teen-agers hold a Coke 
and dance party during the program. This gives 
him future customers plus present ones in the 
persons of parents and friends. While the pro- 
gram is on, Milt reads an informal commercial, 
and 15 minutes later customers phone in from a 
50-mile radius. If they can repeat the ad word 
for word they receive a gift. There are three tele- 
phones in each store and after the program these 
phones are jammed with calls. For variation, 
sometimes the programs are run as man-on-the- 
street interviews and Milt Artz, of course, doesn’t 
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Teenagers get special instalment credit terms at the 
Artz stores—and baby-sitters can buy at 50¢ a week. 
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neglect to mention the specials he is featuring 
at the time. 

“Radio is a potent force in direct selling if 
performed correctly,” says Artz. “But cold, 
stereotyped commercials don’t have the desired 
effect.” 

Milt likewise believes in newspaper and direct- 
mail advertising and he uses them together for a 
one-two punch. One week he’ll run a big-space 
newspaper promotion. The following week he'll 
mail 2000 reprints of the same ad to small-balance 
accounts, paid-up accounts and a cold list. “In- 
variably,” he says, “the percentage of sales wil! 
be better than 2 per cent.” 

An outstanding sales device is an insurance 
policy on every diamond sold. The policy is free 
for the first year and costs $3 thereafter. Many 
customers renew year after year. Diamond losses 
are relatively few, so the policy is a money maker 


During his disk jockey show, Milt reads a commercial, 
and people who repeat it back by telephone win prizes. 


as well as another means of attracting customers. 


A Florida honeymoon for ring buyers 


When diamond sales are not as numerous as 
Milt thinks they should be, he doesn’t sit back and 
bemoan the fact. He offers a special lure. 

With the purchase of a $200 ring the customer 
gets a four-day, five-night vacation for two in 
Florida, including hotel room and food. Travel 


expenses are paid by the customer. A $300 ring 
(please turn to page 98) 
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offers you all these advantages. 


Because IMPERIAL is Nationally Advertised 


Imperial—undoubtedly the foremost name in cultured pearl 
jewelry—is one of the most advertised and publicized names 
in the jewelry industry. Your customers know Imperial . . . 
the world's most wanted cultured pearls. 


Because IMPERIAL is the Fashion Leader 


Year in and year out, Imperial cultured pearl jewelry wins 
coveted honors and awards for fashion leadership. It is the 
result of Imperial's exclusive staff of designers—headed by the 
renowned Mademoiselle Bloch. 


Because IMPERIAL offers the Most Complete Stocks 

in All Price Ranges 

Only Imperial offers necklaces, rings, pins, bracelets, earrings, 

clasps, charms and pendants, in gold-filled, gold, and platinum 
Look for the Man from Imperial! : . . » with cultured pearls and also augmented with precious 
ihe aha en hin Nini 7 stones. The most complete line of cultured pearl and diamond 
of outstanding quality, style, and jewelry of all types. 


value in Cultured Pearls. What is 
more ... your Imperial representa- 


ie cae ae ea : Because IMPERIAL Sells Direct to You 
pone gs tn chaagamaaaaaas —- , Imperial Cultured Pearls are from the leading farms in the 
Orient . . . Imperial designs and creates their own jewelry and 
only sells direct to you—the retailer. That is why, with Imperial 
you know you pay the right price for your merchandise and you 


are the one who makes the long profit. 


Because IMPERIAL Gives You a Complete Selling Plan 
In addition to advertising mats, store displays and other sales 
aids, Imperial has developed numerous proven special promo- 
tions. These selling plans can be tailored to any size operation 
and assure year ‘round volume cultured pearl sales. 


IMPERIAL 
PEARL SYNDICATE, INC. 


World’s Largest Importers of the World’s Finest Cultured Pearls 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 


681 Fifth Ave. 5 No. Wabash Ave. 914 Michigan Theater 607 S. Hill St. 2,3-Chome, Yotsuya 
Bldg. Shinjuke, Ku 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1958 





AOS AR LONE OSL ARE DEAR LAOS IO INED EERIE NSE 8 NOOR I ES SING IOTO DA HO 


Ls) 
ww 
= 
= 
a 
a 
< 
uy 
z 
oO 
bh 
“4 
>- 
uy 
~ 
Ls 
< 
— 
~ 
O 
= 
O 
~ 
a 
uj 
~J 
rr 
= 
ay 
> 








It Could Be You— 


Winner of a First Class 17-Day 
Trip to Europe for Two 


GENUINE REGISTERED 


eepsake 


DIAMOND RINGS 


GIANT SWEEPSTAKES 


Increase traffic . . . for more sales and profits. Take 
every opportunity from now until May 31st to promote 
and build traffic for your store as headquarters for the 
Giant Keepsake Sweepstakes, nationally advertised in 
11 leading magazines. 

A free 17-day trip to Europe for two will be awarded 
to the dealer in each of four city-town population groups 
who submits the most Sweepstakes entries. You compete 
only with dealers in towns the size of your own, so 
you have an excellent chance to win. And, remember, 
Sweepstakes traffic can mean extra profits! Plan to con- 
vert entrants into customers with consistent advertising 
and aggressive selling throughout Spring 1958. 


Entry Blanks are Available Only 
At Authorized Keepsake Dealers’ Stores 





Fabulous Prizes for the Consumer 
FIRST PRIZE: (4) SECOND PRIZES: (10) THIRD PRIZES: 
17-Day trip to Europe for two; $1,000 Keepsake Diamond Rings $500 Keepsake Diamond Rings 











@ For complete information about the Keepsake Sweepstakes 
write to: A. H. POND CO., SYRACUSE 2, N. Y. 
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Sports and gay 
music and nature 
coming alive 

under the warm sun 
characterize 

these scatter pins 


for Spring 
Oviginal creations designed exclusively for 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 
—and business—JC-K presents each month, these plates, 
which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine the kind of piece and 
the type of design which will appeal to the customer. 


\ 








DIAMONDS 


Emerald ( ut 


and / larguise 
mounted or 
unmounted 


STAR SAPPHIRES 
RUBIES 
STAR RUBIES 


EMERALDS 
CAT’S EYES 
PEARLS 


We have a large stock of 

P Precious Stones, mounted 

ested In purcnanng eens — oF i and unmounted from which 
tomers submit to you for sale to make your selection. 


JEROME RICHHEIMER ° 


you on your special calls. 
‘ Cle 


WP one woot 
608 Filth Avenue New Y ork 20, NY. 


Phone Circle 5-5673 


PERFECILY PAIRED 


) Fine Gibson albums for a permanent 
= y, record of wedding, guests and gifts, 
| beautifully bound in white, washable 
simulated leather with silver stamped 
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Ye Cfbsen AND COMPANY 


PUBLISHERS * NORWALK, CONNECTICUT 
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IDEAS YOU CAN USE TO EXPAND STERLING SALES 


(continued from page 68) 


heart. But when your first gift of sterling silver 
arrives—glory! Everyone wants to see the pattern 
you choose. Everyone assures you “Sterling is the 
absolute best way to start your table service!” 


¢ “How to woo and win a man... Let’s assume 
you've picked the man. But has he picked you? 
You’re practical enough, but does he know how 
practical you are? Be ready on a moment’s notice 
to show him you’re planning for the future. Bring 
out your Gorham sterling when you serve him a 
midnight snack after the dance. Tell him how 
you started out with a mere $3.75 investment in 
one teaspoon. Point out how you built up your 
collection with baby-sitting earnings.”’ 


¢ “Do not handle with kid gloves. Solid silver 
is not meant to be coddled! Some folks still think 
of sterling as only for Sunday best—but sterling 
is for now. Did you know that solid silver, like 
Gorham, is so beautifully crafted that it can be 
used every day, every meal for literally hundreds 
of years and its beauty will improve with wear? 
Have you treated your sterling tenderly for fear 
of scratching it? Tiny scratches blend to create 
the rich patina that gives much-used silver its 
soft, elegant glow.”’ (These three quotations are 
from Gorham.) 


¢ “I don’t think that you can call us a ‘stuffy’ 
family ... at least, if romping with the kids and 
making friends easily is any indication, you can’t. 

“But there’s one thing Bill and I are very stuffy 
about! We expect our youngsters to have some 
plain, old-fashioned good manners. Not just be- 
cause it makes life pleasanter for us — but be- 
cause it will help them live happier, more success- 
ful lives. 


“So naturally, we want our family to grow up 
with things that inspire good manners and instill 
quiet self-confidence. Things that are real, and 
beautiful, and help build family traditions. One 
of these is family silver—vreal solid silver. That’s 
why we got our own handsome, heavy Interna- 
tional sterling—why we use it every day. 


“It’s gratifying to see the children respond to its 
beauty—to see them run their fingers along the 
satiny, shining sweep of it. And they listen care- 
fully, when we explain the correct way to use the 
different pieces in the set. Yes, our lovely set of 
International Sterling is doing just what we had 
hoped it would—helping us teach our youngsters 
good manners.” (From an International adver- 
tisement. ) 
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e« “Beans become cassoulet with Towle’s new 
sterling pattern ‘Awakening.’ ‘Awakening’ starts 
each day at breakfast and goes right on through 
supper—turning baked beans into cassoulets and 
TV suppers into spectaculars. ... Imagine what it 
can do for a barbecue, a buffet or a banquet. For 
remember, this is solid silver. . . . It needs little 
care; the more you use it the more beautiful it 
becomes.” (From an advertisement in Towle’s 
current series, which suggests that the use of 
sterling will add a touch of elegance to informal 
living. ) 


e “With marriage in mind. When the decision 
is for a lifetime, a girl just has to be practical! 
That’s what makes sterling flatware by Lunt such 
a wise choice. For Lunt is solid silver—it will 
never have to be replaced! And years from the day 
you say, ‘I do,’ your Lunt pattern will be loved 
and admired for its timely beauty and grace.”’ 


e “Cherish the thought of sterling... . Its a 
lovely idea. And a practical one! For nothing 
else has the precious air of solid silver, or its 
durability — no upkeep costs, no replacements. 
Just enduring Lunt beauty to be loved and 
admired for a lifetime.” 


e Even if the day you say ‘Yes!’ is a dream away, 
put sterling by Lunt in your future. It is so 
beautiful, so right that years from now the day 
you set your first table, you’ll be complimented on 
your choice! Start your collection of sterling in 
the fashion of today, for the traditions of tomor- 
row, with a piece or a place-setting.” 

All this is “the stuff that dreams are made of.” 
Through their advertising, the manufacturers are 
doing their skillful best to make more teenagers, 
brides and mothers want sterling. 

So now it’s your move. It’s up to you to get on 
the bandwagon locally with the same new image of 
silver being created nationally. In your advertis- 
ing, window displays and over the counter, you 
can help build the dream—and then transform 
dreams into sales. BEae 


Helps in selling silver 
offered by ‘Sterling Week’ 


® STERLING SILVER WEEK, April 14 to 20, gives you 
a new opportunity to highlight silver in your local 
advertising. It comes just before the big spring 

(please turn to page 92) 
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Originally established 1866 


Kahn. Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and Telephone: CIrcle 5-4313 


Jacobso ; 32/34 Holborn Viaduct, London 
' roe. Diamond Corp. Cable Address: “‘Redlace’” New York 














by CHESTERFIELD 


os 
* CHESTERFIELD JEWELERS, INC. 
33 West 46th Street, New York 36, N. Y. 
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HELPS IN SELLING SILVER 
(continued from page 90) 


gift-giving season which includes Mother’s Day, 
Father’s Day, graduation, and June weddings. 

The week is a first-time nationwide promotion 
sponsored by the Sterling Silversmiths of Amer- 
ica. The help it can give your silver department 
is yours for the taking. 

On your desk now is a publicity kit containing 
excellent suggestions for point-of-sale contacts 
and counter and window displays, tie-in advice, 
and forms for entering the two national contests 
—to choose “Miss Sterling Character” and a 
“Sterling in Song’ winner. Also in the kit are 
releases for local newspapers as well as radio and 
television spots, plus a return postcard for order- 
ing additional supplies. 

The slogan for the promotion is “Sterling is for 
now ... for everybody .. . for you.”’ Prospective 
customers will be hearing these words on the air 
and seeing them in the press throughout the na- 
tion. You'll be missing a mighty good bet if you 
don’t get going on your own campaign while, so 
to speak, there’s solid silver in the air. 

How can you dovetail local promotion with the 
national campaign? Take another good look at 
the Dealers’ Publicity Kit which you probably 
have by now if you are a merchant of sterling. 
It’s worth your attention. Here are some of the 
good ideas. How many will you follow? 
® Take active part in the “Miss Sterling Char- 
acter” and “Sterling in Song” contests. Enlist 
cooperation of high-school students, teachers and 
local disc jockeys. Announce conspicuously 
through advertising and window cards that entry 
blanks are available at your store. 
¢ As a window display, cut down the legs of an 
old bridge table to 6 in. high, spread the table 
with a checkered cloth and add two place settings 
of sterling. And give a prominent spot to the 
card (included in the kit) which reads, “Sterling 
Is For Now.” 
® Have the best speaker in your outfit notify your 
local radio and TV stations that he’s available for 
interviews during Sterling Silver Week. (Pro- 
gram managers of small stations may welcome 
him with open arms.) 
® Stage your own “Price Is Right” contest. Dis- 
play in your window a six-piece place setting (in 
an inexpensive pattern) and use a sign inviting 
the public to guess its price. (Contestants fill out 
cards with name, address, telephone number— 
valuable additions to your mailing lists—and 
their estimate of price. You supply the winner’s 
prize. ) 
® Give a sterling-silver spoon to each girl in town 
who turns 16 during the week—a keen promotion 
idea well worth its cost because of the word-of- 
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mouth publicity it will bring you. Follow up by 
direct mail to parents of the girls, suggesting a 
plan whereby they can acquire a complete sterling 
set for their daughters (35¢ a week from parents, 
plus 35¢ from daughters—out of their allowance 
—adds up to $218.40 worth of sterling flatware in 
Six years). 

® Or give a silver spoon to every baby born dur- 
ing the week—or on one day of the week if your 
town is pretty large. Again, follow up with let- 
ters to parents. And by all means let your local 
newspaper know what you are doing. 

® Tie in anniversaries with Sterling Silver Week. 
Give a piece of silver to every couple who cele- 
brate their 25th anniversary during the week (or 
on one day, if you wish). 

® If you live in a town or small city, get the co- 
operation of your local newspaper in choosing a 
Sterling Mother-of-the-Year and a Sterling 
Father-of-the- Year. 

These are samples of the things the kit suggests 
you do to get more silver trade. The Sterling 
Silversmiths of America have pooled resources to 
push the campaign. They’re giving you an oppor- 
tunity that you can’t afford to ignore. Zaa 








Extracurricular service 














One day an elderly neighbor came over into the 
yard of Mrs. Doty, whose husband, Robert, is a 
jeweler on N. Main St. in Dayton, Ohio. 

“I went into your husband’s store today,” she 
said, “to ask him to do me a favor, and when I 
got there I was afraid to ask him.” 

“What did you want?” asked Mrs. Doty. 

“I wanted to ask him to come over and cut a 
ring off my parakeet’s leg.” 

That evening Mr. Doty paid the visit and was gone 
over an hour. At length he returned, red faced and 
breathing heavily. 

“I sweated more,” he declared, “getting that 
danged ring off that bird’s leg than I have over 
any watch in the past twenty years!” 
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Follow the Stars 


to increased sales 
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“KHENMET" — Order No. 282 1/20 10K White or Yellow G.F. $11.00 Key. 
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“TAIA" — Order No. 256 1/20 10K Yellow G.F. a $11.00 wie 
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SMASH HIT in Scarab Watch Attachments !! 


America’s Most 
Comprehensive 

Line of 

Scarab Jewelry. ,. 
Write for 

Catalog! 


DISPLAY CARDS » 


Copyrighted 1958 by ADMARK 
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An exciting innovation by Admark that is getting an 

enthusiastic reception from coast to coast. Two pieces of 

jewelry in one—a watch attachment, a colorful bracelet— 

featuring genuine “Queen-of-the-Nile” scarabs in all their 
glory! Order now for early delivery! 
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oe led TRADE MARK REG U S&S. PAT OFF. 
ce 714 SANSOM STREET 
PHILADELPHIA 6, PENNA. 
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BOX & PAPER 
1737 


W. 2nd St. 
Marion, Indiana 


Division of Federal Paper Board Co., Inc. 











Youll sell more 
ean 


Christmas Cards 
Writing Papers 
Fountain Pens 
Playing Cards 
Leather Goods 


Write for 
details 


You can RENT a Kingsley 
Machine for only 21¢ a day! 


KINGSLEY MACHINES 


850 Cahuenga Boulevard, Hollywood 38, California 
275 
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LET ITERS... 


APPROVAL: Is it possible to obtain re- 
prints of your February editorial, “Of 
Prophets and Profits This Year”? We 
would like to distribute copies to all our 
customers in the gift and jewelry trade. 
Boston MAURY A. SIMONDS 
Modern Container Corp. 


© © We like this common-sense approach 
—like it so much that we want to send 
copies to every one of our salesmen. Can 
you supply us with 100 reprints? 
Meriden, Conn. E. P. HOGAN 
Director of Advertising 
International Silver Co. 


e @ Please send 50 copies of the February 
editorial. 

Newark, N. J. BERNARD DWORTZAN 
Advertising Manager 


Ronson Corp. 


e @ A morale-builder, well conceived and 
well expressed. 

Elgin, Ill. ALLEN B. GELLMAN 

President 

Elgin American, Inc. 


© © Could you supply us with 40 copies? 
Marion, Ind. J. R. SHIELDS 
Sales Manager 

Lindley Box Plant 


DISAPPROVAL: On page 136 of your Febru- 
ary issue you state the “FTC is cracking 
down on false and deceptive advertising” 
and that “false pre-ticketing by manufac- 
turers, to allow retailers bigger profit 
margins, is also under fire from FTC.” 


In the same issue you carry a two-page 
ad which invites a retailer to do his own 
pre-ticketing of watches. The fact that 
you published this ad can only leave one 
impression with the legitimate jeweler 
and that is your magazine is certainly no 
better than the manufacturer that falsely 
pre-tickets his merchandise or advises his 
customers to do their own pre-ticketing. 

My apologies for believing your maga- 
zine was directed to legitimate jewelers. 
Your policies speak for themselves. 

Des Moines, Ia. EDWARD 0. SALSTROM 
Salstrom’s 


[The question of ticketed price goes be- 
yond the mere price on the ticket; it in- 
volves markups, discounts, trade-ins, free 
services, etc. The Watchmakers of Switzer- 
land survey indicates that 8 out of 10 
jewelers sell watches below list price. If 
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Comprehensive Stocks of 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes . . . 
Loose or in Platinum 
Diamond Mountings 

of Exclusive Design .. . 


VAY La Ie MwSO, bn: 


Formerly Robinson & Sverdlik 
610 FIFTH AVENCE, Rockefeller Center 


New York vALR New York 
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Over 35 Years of Service to Leading Jewelers 











says Herbert Reid 


It creates easy sales, at a good 4 . Henry C. Reid & Son 
profit. It brings in new cus- ; a Bridgeport, Conn. 
tomers daily. It is building i ; 

our business on beautiful Art- 

craft jade jewelry at an aston- 

ishing rate. We are highly 


leased.” 
“Cordially, H. C. Reid 


“Your Display is Terrific 


Yes, the exquisite Artcraft dis- 
play piece you see here pro- 
vides just the right setting for 
oriental jade. Hundreds of fine 
stores, like H. Reids’ tell us it’s 
the greatest sales-maker they've 
ever had. 

Find out now how Artcraft, the 
House of Jade, can make your 
jade section a top year round 
profit producer in your store. 
Send now for Artcraft’s 4 point 
self-sales franchised program. 


ARTCRAFT JEWELRY CO. 


1 West 47th St., New York 36 
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MEMBERS JEWELERS BOARD OF TRADE 


THE GROWING 
DEMAND For 
ouR SERVICES 
NECESSITATES 
A STAFF 
EXPANSION 


henceforth we will be known as 


Brill « Colmes 


and associates, ine. 


These expanded services and facilities 
make possible our continued expert 
preparation and handling of any 


Retail or Auction Sales 
regardless of size or location. 


If you want to raise cash quickly, sell 
surplus stock, liquidate, or run a flat or 
auction sale—or a combination of both, 
we will be glad to discuss your problem 


without cost to you. 


@ WRITE - WIRE - PHONE COLLECT 


45 West 45th St., N. Y. 36, N. Y. JU 6-2334 


' 
’ 
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LETTERS (concluded from page 94) 


this is so, could it not be considered that 
8 out of 10 jewelers are “falsely ticketing” 
their watches? It is the responsibility of 
the industry, from manufacturer to retail- 
er, to review the entire markup situation 
(JC-K devoted page 180 of its March issue 
to that subject). JC-K does not have the 
right to censor the distribution methods 
or pricing policies of any manufacturer— 
Ed. | 


LOWER MARGINS: The fact is that most 
jewelers charge less than the suggested 
price; not even the installment concerns 
get the full price here in New Jersey. 

The General Electric Co. recently de- 
cided to remove “unrealistic” price tags. 
Not only watches but pens, silverware, 
lighters, electric razors, etc., are sold at 
cut prices by almost all of the jewelers. 
We would get the same price as we do to- 
day even with the lower margin tags. 

I am aware that some sections of the 
country are not affected as we are in this 
metropolitan area, but the “discount evil” 
is spreading. 

Why not ask the jewelers themselves, 
through your publication, how they feel 
about lower markups on nationally adver- 
tised lines? We would still be able to get 
fair prices on other merchandise. 
Passaic, N. J. WILLIAM P. WALSH 

Bush & Walsh 


EVERYTHING DOWN: Business had been 
slow the day a young man, dressed in a 
lumber jacket and sloppy blue jeans, 
walked into the store. He requested to see 
some diamond rings. 

After I had shown him a few, he picked 
out one of the most expensive sets and 
asked about terms. I started to worry 
since he did not look like he could afford it. 

After a half hour of taking credit refer- 
ences and more time spent on the phone 
checking them, and with much worrying 
done by us all, it was finally decided for 
him to make a good down payment and to 
pay the balance in the following five 
months. 

Everything settled, the lad turned to me 
and asked, “Would it be all right with you 
if I made the next five payments now?” 

Speechless, I watched him pull out his 
wallet again and pay his account in full. 
San Diego SOL ROSENBERG 

Ross Jewelers 


In writing to the editors, address JEWELERS’ 
CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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ACTUAL SIZE 


32nd Degree 


SCOTTISH RITE 
CONSISTORY RINGS 


Heavy, handsome, authentic- 
ally designed rings in 14K 
yellow gold with hand chased 
white gold eagles. The rings 
illustrated are only a small 
part of our large selection. 











Wrerrertine Berry & co. oa « , 


MEMBER AMERICAN GEM society 8S ROSE STREET, NEWARK 8B, N. J. 




















Classic simplicity in a design of religious 
expression. Expertly crafted by |. ROSKIN CO., 
these rings reflect distinctive character 














and eminent good taste. 














In 14K Gold . . . all-white, all- om ~ 
| \etiy LROSKIN 
yellow or two-tone. | C0. ine. 


Available as Bridal Ensemble, 
Mr, & Mrs., or Threesome. 








Sold through your wholesaler 





BY. 21 West 46th Street, New York 36, N. Y. 


; 
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PROFITS UP 


WITH THE DISCOUNT BUILT-IN 


Keep your margin healthy and get 
compelling buying action at the 
same time! Telectro’s 2-Speed 
Tape Recorder pulls them in with 
its amazing low $79.95 price and 
high-style look. It sells! Look a? 
these big extras — 

Luxury Look — Smart 2-tone cart, 
case. Light, rugged, compact, eye- 
appeal plus. 

Push Button Control — Easy to 
operate — sells for itself on do-it- 
yourself demonstrations. 
2-Speeds—3%,, ips for up to 2 hrs. 
recording time; 714 ips for added 
fidelity. 


Complete unit — 
ready to record and 
playback. includes 
deluxe mike, 1 hr. 
reel of tape and 
take-up reel. 


in the 
West 


A product of TELECTROSONIC CORPORATION 
35-18 37th Street, Long Island City, New York 





STEP RIGHT UP, FOLKS 
(continued from page 84) 


gives the customer a five-day, six-night vacation, 
and a $400 ring means a vacation of eight days 
and nine nights. This makes an attractive honey- 
moon offer. The vacations are available only from 
March through November, the slow months in 
Florida. Mr. Artz is able to get special rates at 
those times. 

Milt has still another method for promoting 
diamond rings: the diamond stamp. With the pur- 
chase of a diamond, the customer is given stamps 
worth 10 per cent of the purchase price. These 
stamps can be redeemed only for the purchase of 
diamonds or merchandise trimmed with dia- 
monds. Of course, if the item bought is worth 
more than the amount of stamps, the customer is 
permitted to pay the difference in cash. 


Credit to baby sitters 


Milt frowns upon credit jewelers who blame 
discount houses and mill outlets when their busi- 
ness suffers. Says Milt: “I insist that the credit 
jeweler has no competition, and should not be 
afraid of competition, because he is selling na- 
tional-brand merchandise on easy terms. His 
type of trade cannot afford the discount type of 


Y Tho Absolzts PEAK 
of Procision and Quality, 


FOUR-PRONG SETTINGS ana FINDINGS 





nim if 
\ f) /7 nf nA no 


vy YY YY WY WY YW W 
18 17 16 15 14 13 12 


SERIES 50V — —— 
with post between prongs, 


also available in sizes 1 thru 10. 





SERIES 34V 








Series 34V is made in 10% Iridium Platinum, 14K. Yellow Gold and Jewelry Palladium. 
Series 35V and Series 50V are made in 10% Iridium Platinum only. 


VICTOR settings are always smooth and perfect, highly polished and free of any 
trace of roughness. Each and every setting is precise and exact. It must be — to 


pass our inspection! See for yourself .. . 
. they are the finest, the absolute peak of quality! 


WE FULLY GUARANTEE will agree .. 


EVERY ITEM TO BE OF 
TOP QUALITY 
AND AS ADVERTISED 


compare them under your glass and you 


All series and sizes shown are ready for immediate shipment to you. 


IC | OR COMPANY, INC. @ Wanaque, New Jersey 
TErhune 5-1962 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1958 





business, which is usually on a cash basis.” He 


sells on credit to teen-agers and offers special | VG: MORE Mite tad ON 


terms to baby-sitters: 50¢ a week. Losses with | 
the youngsters have been practically nil. | OPWATCHES 

Milt doesn’t believe in accepting the idea of penn, | 
“slow” seasons. After Christmas and during the : 
summer he steps up his advertising and features a ? Sold Direct to Jewelers 
items not usually found in jewelry stores. He ex- 
plains it this way: “In a small town the jewelry oo 
store becomes more than a jewelry store. We fF 
carry a complete line of general merchandise, , sf? 
such as giftwares, household utilities, suitcases, / 50 . 
lamps and tools. In this way our stores attract | { ®R, 
many more customers.” | HB Grond new Clebar catalog . . . 

Milt thinks he’ll own more than two jewelry | Wi | Sl canes 
stores someday—and, if so, they will all be in nN 20 aati chronographs for every timing purpose. 
small towns. “The town has it all over the big \ yy, Write for your copy today! 
city in many ways for the jeweler,” Milt says. ey” 

“Rent, advertising, and help are less expensive. 

Competition is not so strenuous. In relation to 

expense, I get a far better volume in the smaller ee 

towns.’ 7 
Many agree with Milt’s own neighbors and Kush Full information, catalog, wholesale price list 3 


customers: “There’s a young man going some- and illustrated booklet. 
place in a hurry.” a8 CLEBAR WATCH AGENCY-15 W. 44th St., N.Y. 36 é 


The worst thing about alarm clocks is their j 
reliability. City State 
(Saturday Evening Post) aaa ee ee ee Se ee oe 4 


armen Write for booklet — tells the 
TF ~ “inside story” of stopwatches. 

30 Et. S - illustrates spore parts compartment. 
6° An: Shows what to look for in 
9: 10 A a timer. Complete, thorough, interesting. 

<3 Ma |, Must reading for users of stopwatches. 
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“ROCKETT the most versatile package of them all 


THE BOX THAT CAN BE DISPLAYED AT ANY ANGLE* 
No. Y 


Bs 


$3 40 vihite, biue 


avocado 
PER DOZ. ivory, grey 





+ P rT 

Grideltielin- 
heat 

amer DeEdGULY 


Diack 


When your package has come on... and gets to the point... and displays your product 


joe eee S > ae convincingly ... you're 
\ / <_A bound to get results! 

* PATENT applied ps FEET FIT wage GROOVES ON COVER 8D TANDEM two rings $4.15 
| 3 $11.90 DOZ. 


#300—FIESTA An elegant display and package in itself, that 
combines rich subtlety with artistic craftsmanship, making a hand- 
some dramatic display that you can take great pride in showing. 
Individually packaged. $11.95 per dozen 








ASK FOR COMPLETE CATALOG 
SOLD ONLY THROUGH WHOLESALERS 


ROCKET 


JEWELRY BOX INCORPORATED 
125 £. 144th ST., NEW YORK 51, N. Y. b 
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Demonstration of an old-time art 


Equipment from the fifth-floor engraving shop 
of Mermod-Jaccard-King Jewelry Co., St. Louis, 
“took a trip’’ down to the main floor for the first 
time in 50 years. It was moved to the center aisle 
of the store for one week to spotlight Jaccard’s 
preservation of an age-old art—hand engraving. 

Jaccard’s engraving shop is one of the few 
which still exist in the country, and the craftsmen 
who did the demonstrating have been with the 
firm a long time. They included a venerable cop- 


per-plate printer who has worked on the same 
machine for more than 50 years, a woman die 
stamper and a copper-plate engraver, both of 
whom have had many years of service. 

The exhibition was held in connection with a 
display of material sent in from Crane of Dalton, 
showing the various steps in fine-paper making. 

The demonstration created a large flow of 
traffic, and many intelligent questions were asked 
of the artisans. Jaccard’s believes the effort to 
have been highly worth while because it showed 
people what painstaking work goes into the mak- 
ing of hand-engraved social stationery. It also 
revealed why such stationery costs more than that 
which is processed wholly by machine. 





A 1912 jewelry store advertisement in a Lon- 
don newspaper advised the public that ornaments, 
such as silverware and other lavish jewelled 
“gifts,”’ might be rented for a fee, for display 
purposes at weddings. The management prom- 
ised that the items would be attractively set up 
in fancy display boxes and that the store would 
be responsible for delivering the jewelry to the 
scene of the ceremony—and for collecting the 
pieces on the following day, after all the guests 
were gone. The nroprietor also promised the ut- 
most of discretion. 





“Copyrighted.” 


THE TEN COMMANDMENTS E> Aacolot. 


Here is a bracelet that instantly appeals to 

everyone. Silver plated and sparkling, it 

appeals greatly to little girls (from 6-60). 

The intricate workmanship and attention to 

detail appeal to everyone who appreciates 

true craftsmanship . . . and the religious 

figures depicting the ten commandments make 

it an eminently suitable gift. This willbe  _ 

one of your “best sellers”. Order today. RETAIL 2.50 
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22 leading jewelry manufacturers 
are boosting sales — building profits with 


LINDE’ STARS 


to create consumer demand — take 
advantage of the Stars’ expanded advertising 
program with outstanding advertisements 
in these foremost national magazines... 
*KTHE NEW YORKER VOGUE 
* ESQUIRE XN. Y. TIMES MAGAZINE 


for Linde’s informative booklet, 
"Story of the Stars”, New Mat Book, 
New Consumer Leaflet! 
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I’ve captured a Star for your finger. Imagine! That’s 
what he said eee and just what he did! I’m really 
wearing a star...a ‘Linde’ Star, so blue, so bright, 
it dances with beauty every time I move my hand! 
What a treasure I’ve found in this man... in this 


ring. No ring captures the rapture so completely 
as one set with a ‘Linde’ Star. It’s a gift that 
becomes more cherished with each passing year. 


Ask your jeweler to show you his selection. Prices 


are nationally established from $85 up to $1,500. 


‘LINDE’ STARS...made by Union Carbide Corporation gp 
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dramatic advertising 


and promotion plans for 


Eye-catching New Ads... Like the ad featured on the 
facing page. Designed to pre-sell your customers on ‘Linde’ Stars... 
to increase your store traflic, build your ‘Linde’ Star sales. 


Exciting New Media. ..Top national prestige magazines 
to carry ‘Linde’ Star advertisements to an ever-increasing number 
of prospects! Watch for the ads...in THE NEw YORK TIMES 
MAGAZINE... THE NEW YORKER ...VOGUE... ESQUIRE. 


Effective New Publicity...News that will send ‘Linde’ 


Stars soaring into new prominence for 58! 


informative New Service... The ‘Linde’ Star Bulletin 
... a newsletter to keep you informed on the latest news, 

the latest plans for ‘Linde’ Stars! If you haven't received your 
copy, write to: ‘Linde’ Star Bulletin, Linde Company, 
Division of Union Carbide Corporation, 
30 East 42nd Street, New York 17, New York. 
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luxury” 








What the alchemists dreamed of 700 years 
ago has been done by America’s scientific 
laboratories. Synthetic emeralds, star rubies 
and star sapphires are exquisite but econom- 
ical—and are fast becoming a “necessary 














The coming of age of synthetic gems 


® NOW IS A GOOD TIME to reconsider the question 
of selling the synthetic precious gems. Just about 
10 years have passed since synthetic star sap- 
phires and star rubies, as well as softer Titania, 
were first put on the market by the Linde Co.; 
20 years since Carrol Chatham began to turn 
out gem-quality synthetic emeralds steadily, and 
50 years since Auguste Verneuil developed the 
flame-fusion process that has become the standard 
way to grow sapphire of all colors. 

There are more and better reasons for dis- 
cussing the synthetics now than the coincidence 
of these round numbers. Recent changes in living 
patterns, and the styles that are to be fashionable 
this year suggest that, like the white sapphires 
which Oriental gem-gatherers once left unpicked 
in order that the clear stones might “ripen” into 
blue and ruby sapphires, modern synthetic gems 
may have been “sleepers” whose time is ripe at 
last for profitable exploitation. 


Imitations and reconstructions 

Before detailing specific suggestions for cash- 
ing in on the new appropriateness of synthetic 
jewels, we must admit that the spreading mood 
of jeweler optimism about synthetics is new to 
the profession. Jewelers have traditionally op- 
posed attempts to duplicate the rare and beautiful 
gems secreted by nature in the rocks of the earth’s 
crust. The tradition was a long one, for the his- 
tory of man’s attempts at gem-stone synthesis 


104 


is at least as old as his dream of transmuting base 
metals into gold—and that dream began more 
than 700 years ago. 

Before the modern upsurge of science, men 
could not hope really to duplicate gems, but had 
to be content merely to imitate them, usualiy with 
paste. Thus diamonds were imitated with rhine- 
stone. The still more precious royal star rubies 
and star sapphires were also imitated with glass, 
with a series of fine lines scratched on the back 
to give the desired star effect. Sometimes, natural 
but plain rubies were made to resemble star stones 
by scratching the flat base of a cabochon. Such 
gems would often be mounted with a mirror back- 
ing to enhance the reflectivity of the imitation. 

It was such crude imitations that began to give 
all attempts at true duplication a bad name in the 
jewelry profession. 

As technology progressed, man set out to create 
gem-quality diamonds. He has not yet succeeded, 
and may never succeed. Diamond is hard in every 
sense of the word. 

Failing to make diamonds, early experimenters 
turned to the alumina jewels, the corundum fam- 
ily, sapphire and ruby. The high value in the 
world’s markets of fine ruby and sapphire made 
it worth their while to try to reproduce it. 

Their first real step forward, though much 
nearer true synthesis, did not much help the poor 
reputation of gemstone duplication. It was the 
process of reconstruction, by which chips and 

(please turn to page 106) 
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LEFT: #3535-2 Gent's 14 karat white 
gold ring, Gypsy setting mounted 
in center with 6 carat Linde Star 
sapphire. Set in each side of the 
shank is a fine, full cut diamond. 


RIGHT: #3016 Lady's 14 karat yellow 
gold fancy cluster ring, set in center 
with Linde Star sapphire, approxi- 
mately 3 carats in size, which is sur- 
rounded by 6 diamonds and deco- 
rated with black enamel. 
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SYNTHETIC GEMS (continued) 


bits of natural ruby were fused into aggregate 
masses. 

These reconstructed stones were of course 
neither true natural nor true synthetic stones. 
Natural crystals are entirely created by non- 
human natural forces. (Man is a kind of natural 
force.) As for a legal definition of synthetic 
crystals, the American Gem Society, in a conden- 
sation of the Federal Trade Commission ruling 
that affects nomenclature, says that 


the term synthetics cannot be used for any other 
material than that which possesses the same physical, 
chemical, and optical properties as the genuine stone 
which it emulates. 


Verneuil’s first crystals 

The first of subsequent millions of carats of 
stones able to meet these specifications were made 
a half century ago by Auguste Verneuil, using 
a method so dependable that it soon stopped all 
manufacture of the reconstructed stones. Verneuil 
simply crystallized a continuous melt of a very 
fine powder of the same substance you would get 
if you took a mined sapphire and pulverized it. 

Verneuil succeeded at about the same time in 
history that those other modern alchemists, the 
Curies, were discovering the natural transmuta- 
tion of radioactive elements. 

And so the twin dreams of the Middle Ages 
became modern realities. Atomic physicists 
change one element into another, and Twentieth- 
Century man adorns his person with gems he him- 
self has fashioned; some of them never attained 
by nature, such as Titania, and others the syn- 
thetic duplicates of some of nature’s rarest crea- 
tions. 

Admittedly, gem-makers have not yet turned 
out any blue-white diamonds, but they have 
learned how to grow two crystals nearly as re- 
markable: the emerald and the star sapphire or 
ruby. 

Natural emeralds may often cost as much as 
diamonds, and good natural star rubies are per- 
haps the rarest of all stones. There may be fewer 
than 500 good natural star rubies in the world, 
and a typical price is $1500 per carat. Their high 
value is in large part due to the six-rayed star, 
or asterism phenomenon, which has made star 
rubies and sapphires long sought by maharajahs 
of the East. 


The secret of the star 


Asteriated stones have the same basic formula 
as ordinary rubies but include many microscopic 
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needles of titania, which scatter light from a 
point source in six fascinating rays. 

Gemmologists doubted that so complicated a 
crystal system could be synthesized, but when, ten 
years ago, it was done, many jewelers were very 
little interested. They considered the star merely 
another “cooked” stone, and some would have 
nothing to do with it. 

Of course, there was absolutely no hocus-pocus 
about the star in the man-made stone. The star, 
caused by the same delicate arrangement of rutile 
inclusions as in the mined stone, was as integral 
a part of the new creation as was the gem’s 
pigeon-blood color. 

In those days, the average jeweler was sus- 
picious of the term “synthetic,” in line with the 
tradition we spoke of. His doubts erupted in 
many logical-sounding objections, to which the 
producers of synthetics made logical replies. 

If the jeweler made no distinction between 
synthetic duplicates and paste imitations, the pro- 
ducer pointed out that all pastes can be quickly 
detected by checking hardness, since only the 
synthetics are as hard as the natural stones. 


Differences in growth lines 

To the reasonable fear that synthetics might be 
passed as natural, American synthetics producers 
replied with scrupulous honesty, going out of their 
way to be ethical. The most notorious instance 
of treachery was actually on the part of East 
Indian exporters of natural stones, who hoped 
that in bulk shipments of small calibre natural 
rubies one synthetic stone might go unnoticed 
among five natural. Since the natural rubies were 
worth only $2 each, the American importers did 
not think it worth paying laboratories 15¢ to ex- 
amine each ruby. 

The important point here is that a laboratory 
could easily have distinguished synthetic from 
natural under magnification, by the spiral rather 
than distorted microscopic bubbles, and the curved 
rather than the straight growth lines. 

These crystal growth lines are often finer and 
appreciably more closely spaced in synthetic than 
in nature’s stones, for while synthetic crystals do 
not essentially differ from their natural counter- 
parts, they do differ in being almost invariably 
better in quality. Man-made gems show more 
beautiful color, more flawless structure, and more 
perfect associated phenomena, such as asterism, 
than do some gems found in nature. 

It’s easy to see why. Synthetics are made under 
controlled conditions and on a regular production 
basis. They are free of the effects of the many 
caprices of nature to which natural crystals are 
subject during the ages-long period of their slow 
formation. 
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7 SPLENDID STYLING © 


Ladies exquisite 14-K white gold 
mounting beautified by six bril- 
liant diamonds is available in both 
Linde Star Sapphire and Ruby. 


A handsome tailored 14-K white 
gold man’s ring featuring the Linde 
Star Ruby and Sapphire flanked by 
two dazzling diamonds. 


A great assortment of 
styles available upon 
request to responsible 
Jewelers. 


. AL REICH & CO. 


220 Delaware Ave. 
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NEW STrYlLes 


e designed to sell 
e priced for profit 


Creators and manufacturers of the 
Alsan Lock. Creators of the sensational 
new 18K-Palladium Sophisticate line. 








SYNTHETIC GEMS (continued) 


A decade ago, some jewelers actually made a 
defect of the perfection of synthetics, pointing out 
that nature never made stones so perfect, and 
that the synthetics could therefore never be worth 
as much as the faulty but natural stones. 

This last point is quite true. Synthetics cost a 
fraction of what natural precious stones cost— 
but, contrary to the pessimistic predictions, they 
have not hurt the market value of inventories of 
natural gems. If Verneuil had any hopes of 
undermining the market for natural sapphires, he 
failed; for although his process did knock out re- 
constructed stones, the stream of synthetics that 
he began has actually increased the value of na- 
tural ruby, which is now worth more—up to $3000 
per carat—than ever. 


A “luxury” many can afford 

While boosting the value of their natural 
counterparts, synthetic emerald and sapphire 
have nicely managed not to plummet in price 
themselves. Like natural gems, which vary in 
size, shape, and color, no two synthetic gems are 
alike, for they are not made by any really mass 
production method. Each synthetic sapphire, for 
instance, is cut and polished by skilled lapidaries 
from individual single-crystal boules painstak- 
ingly grown, and while the nature of the synthet- 
ic-emerald process is still secret, their producer 
goes to great lengths to maintain their high 
quality. 

It is not surprising, therefore, that both syn- 
thetic emeralds and sapphires and rubies have 
made their way only in fine-jewelry stores and 
goldsmith shops, and not in costume-jewelry coun- 
ters. The one-time professional prejudice against 
them has taken a long time to die, but it is now 
almost completely dead. The next-to-last nail in 
its coffin was driven by the recent emergence of 
the synthetics as the gems most likely to appeal 
to the growing class of Americans with more 
money than ever to spend on modest luxuries and 
fewer kinds of luxuries, as such, to spend it on. 

One-time luxuries such as wrist watches and 
automobiles have become necessities, and there is 
an actual shortage of expensive (but not too expen- 
sive) tokens of affluence. Looming above the other 
media of “conspicuous consumption” is the me- 
dium of jewelry, and the largest jewels that are 
highest in quality and lowest in cost are the syn- 
thetics. 

Gems have always been prized by the fortunate 
few who could afford them. They have never had 
an equal as handsome and expensive gifts, and 
they have always brought renown and prestige 
to their owners. 
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Even with the long-term increase in American LINDE STARS \| 


prosperity, however, most natural precious stones SOAR INTO PROMINENCE IN ‘58 / 
are beyond the reach of the great middle class, yoga ee ) 
but the existence of the synthetics, which are es —” 

exquisite enough to save face for the customer 2 “4 

attracted by their economy, gives American jewel- iad DAVIDSON 
ers a real opportunity to get their fair share of od OFFERS WINNING STYLES 


the consumer’s dollar. : 
: plus 


Educating the public ae THE SUREST WAY 
For a fraction of the unattainable cost of the TO SELL THEM 


natural, a customer can get synthetic gems just 
as long-lasting as the natural, and often more | Leave it to Dason to expertly merchandise Linde Stars to 
beautiful. The problem is to make this fact suf- | © ccoder and tighguelll sebapel Peas window dhploy: 
ficiently well known. Here we come up against 
the long-time condition that jewelry stores and 
manufacturers are missing out on their fair share 
of the consumer dollar because their advertising 
budgets can’t begin to compete with those of the 
large consumer industries. Studies of this problem 
are now being made by the larger suppliers of 
basic jewelry materials, who invite suggestions | 7 | 
as to how best help retailers overcome the dis- | 

No. 58315 No. 60587 


parity. | 2 
. P Advertising value leaders! Man's or lady's 

In the meantime, local jewelers can do a lot | 10K white gold with star ruby or sapphire. $ 4700 

retail! 





Be sure to specify color. 
Better than Keystone mark-up 





Any color so it’s red 


No. 7274 
Man's or lady's 2 DIAMOND star sapphire 
or ruby in 10K white gold for extra appeal $7950 
and higher unit sale. Specify color. retail! 
Better than Keystone mark-up 


ORDER ONE-EACH OF THE 4 RINGS AND GET 


WINDOW DISPLAY 
One day a middle-aged female vacationer came 


into the Brown Jewelry Co. in Portsmouth, N. H. | AND 
She opened her purse and took out a lady’s diamond NEWSPAPER 
watch and a small carefully folded piece of paper. AD MAT 
“T’ve lost my winder,” she said, “but I’ve got it Pa Cindi epetsiinetet 
gee sal ee? Boson Linde Stor ring sales 
William L. Smart, the jeweler, was somewhat | _ a certainty! 
puzzled by this double talk. He waited patiently |_| Other rings up to $500.00 retail 


while the lady unfolded the paper and handed him 


its contents. | Send your order NOW to 


“I’m sorry,’ said Mr. Smart, “but this isn’t the | 

winder. This is about the same size and shape, but THIN EE & SONS JLRY INC. 

it’s only a tack!” | a ad : 
The woman drew back, shocked. “But it FITS!” | 

she exclaimed. | 20 WEST 47TH STREET 
Mr. Smart employed some on-the-spot public re- | NEW YORK 36, N. Y. 

lations, and after a few minutes the woman left ee 

her watch for a new stem and crown. aa | since 1894 


| 














JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1958 





LINDE’ STARS 


SOAR INTO PROMINENCE /N 


‘58 


*, 


+ 1819S 





SYNTHETIC GEMS (concluded) 


to compensate for their small individual adver- 
tising budgets. 


How to publicize synthetics 


Jewelers can benefit from the forthcoming na- 
tional advertising campaigns of such basic sup- 
pliers of synthetics as Linde Company. They can 
use tie-in local newspaper ads made from ad mats 
supplied free. They can tie in their window and 
counter displays, and tie in with special promo- 
tions now being planned. 

Jewelers can cooperate with local fund-raising 
fashion shows. They can provide synthetic jew- 
elry for the models to wear. They can help staff 
the show with someone equipped to take orders. 
They can earn good will by selling tickets to 
such shows at their stores. 

Jewelers can offer to give a talk on synthetics 
at meetings of local groups. They can offer to set 
up a booth at local charity bazaars, card parties, 
or church socials, at which a trained sales person 
can display the synthetics and talk about them. 

Jewelers can have their wives wear synthetic 
jewels. 

More specifically, jewelers can tie in their win- 
dow displays to the synthetic birthstones appro- 
priate to certain months: emerald in May, ruby 
in July, and sapphire in September. 

It so happens that 1958 is to be a women’s 
fashion year in which the one-color look will be 
the style, with even hosiery tinted to match dress, 
shoes, hat, and accessories. Blues and reds tie 
for first place in fashion importance, with green 
next in favor. Jewelers can most appropriately 
suggest man-made jewels that blend with such 
one-color costumes: synthetic star sapphires, star 
rubies, and emeralds. 

As for men, the fashion editor of Esquire, O. 
E. Shoefler, says that 


currently we are witnessing a resurgence of elegance 
in men’s wear, and I expect the jewelry industry to 
benefit strongly from it. More luxury, color and style 
are the order of the day in men’s rings, cuff links, 
and tie bars, so that jewelry will reflect this new age 
of richness and elegance in men’s apparel. Clothing 
for spring will feature fabrics which are light in 
weight and have a strong surface glow or iridescence. 
..~- The stone rings and accessories we’ve seen which 
feature . .. man-made star sapphires and rubies 
definitely reflect the iridescent trend and will co- 
ordinate perfectly with current men’s fashions. 


Star sapphires and rubies are one of the few 
gem stones that appeal just as strongly to men 
as to women. In displaying synthetic-star stones, 
jewelers should try to focus a single direct light 
beam on the star. They should keep a pencil 
light handy to dramatize the star at their counters 
—a symbol of eternity. Zae 
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Display Gets Credit for Increase 


In Average Sales Price of Rings 


A midwest jeweler began an intensive — and 
successful—engagement ring merchandising pro- 
gram in his display window, when he realized that 
the average sale price had increased on most 
other items—but not on rings. 

Clifford Kalla, of the Joseph Jewelry Co., St. 
Louis, Mo., became dissatisfied with the average 
ring sale of $125-$150, a figure that had remained 
static for many years. 

“Although we are in a moderate income resi- 
dential area, where typical customers must 
budget their incomes carefully,” Kalla explains, 
“we felt that we could elevate the average sale if 
we put enough merchandising effort into the 
situation.” 

This was the plan he hit upon: a one-half carat 
diamond was placed in his window, mounted on a 
revolving turntable above a display of smaller 
stones. An explanatory card offers the ring at 
$250 and suggests the size is “ideal for an en- 
gagement ring.” 

Kalla reports that many ring customers refer 
to the window display at some point during their 
discussion and he credits the promotion with 
boosting the average ring sale price to well above 
$150. Many rings of the suggested $250 size are 
now sold, he points out. 


Gala new-store opening attracts 4000 


Burt’s Credit Jewelers, Inc., of Seattle, recent- 
ly opened their second store in the University Dis- 
trict with colors—and balloons—fliying. 

More than 4000 people, including local notables, 
attended the celebration. Free balloons, coffee, 
soft drinks, gifts, and chances on door prizes 
helped jam the store and the sidewalk in front of 
it with throngs of people. 

In the picture are shown, from left to right: 
cartooning TV weatherman, Bob Hale; University 
District Queen, Jeani Forstrom, who helped in 
the ribbon-cutting ceremonies; King County 
Sheriff, Tim McCullough; and Nathan Bender. 
secretary-treasurer of the company. 
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to increase your sales and profits! 


BY GOLDSTEIN-GERSON 


Magnificent 
ladies’ star 
Sapphire ring 


and set in 
luxurious 14K 
white gold. 


Man’s handsome star 
sapphire ring mounted 
in rich 14K white 

gold with six 

blazing side 

diamonds set 

in this unique 
mounting. 
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cluster of isi 
sparkling diamonds (WF 
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Linde Star to the center of the stage. A striking portrait 
— the Star is the glowing center of this perfect 
and elegant design. See your wholesaler today! 
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Above. A Victorian parure, 

set with yellow chrysoberyls, typical 
of the period. Below. Illustration 
from the papers of the Russian 
Mineralogical Society, 

published in 1842, describing the 
original find of alexandrite 


crystals in 1833. 


From chrysoberyl 
to corundum 


by Dr. Frederick H. Pough, Gem Consultant to JC-K 


More about gemstone sizes and qualities to be 
found in today’s market. This month’s review 
includes the important cats-eyes, alexandrites and 
rubies 


® CHRYSOBERYL is the next gem mineral on the 
alphabetical list for our review. This familiar 
term includes not only cheap and little known 
gems but also two expensive ones. For that rea- 
son we propose to drop, once and for all, the term 
“semi-precious” stones, which is still used by the 
Federal Trade Commission and the U. S. Customs 
but not by anyone who knows anything about the 
jewelry business. 

Chrysoberyl is a hard mineral (814) and its 
gems can take very nearly the wear we expect of 
sapphire. Nearly all gem chrysoberyls come as 
waterworn pebbles from stream beds in Brazil 
or Ceylon. In color they range from yellow to 
green to brown, and occasionally pale blue. 

The best of the common chrysoberyls are the 

(Please turn to page 114) 
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CHRYSOBERYL TO CORUNDUM (continued) 


chartreuse (yellowish-green) stones from Brazil. 
Occasionally they reach 40 or 50 carats; the larg- 
est known may be the American Museum of Natu- 
ral History’s 75-carat stone, obtained through 
Edmund Frisch. They should be clean, and usu- 
ally are. Since the rough is much too valuable to 
be wasted in dimension cutting, they are not cut 
to standard sizes for machine-made mountings. 
And since we don’t look for fire in a yellow chrys- 
oberyl, modern stones are emerald-cut. 

Ceylon is our second source of chrysoberyl. 
There the color range is greater but the tints are 
less popular. Greenish, pale yellow, and yellowish 
brown stones are the rule. They lack the life 
and beauty of the Brazilian stones and are not 
often seen in modern jewelry. Antique jewelry 
is often set with clusters of oval and cushion- 
cut light yellowish Ceylon or Brazilian stones 
(figure 1), but today’s use of such material is 
small. Fine Brazilian stones may run $20 to $25 
a carat, but the supplies fluctuate enormously. 


Alexandrite 


The special type of chrysoberyl known as 
alexandrite is the most popular of the clear stones, 
and commands the highest prices. There are two 
origins for alexandrites. One, exhausted now, 
is the original source in Siberia; the other is 
Ceylon, which gives us our current supplies. To 
command a high price, a fine alexandrite must 
be attractive in color both by day and by night. 
There is a distinct difference between Siberian 
and Ceylon stones that a real expert can recog- 
nize—though many of the “experts” of the trade 
like to think that one cannot be certain, or that 
their (unquestionably) Ceylon stone is a Siberian. 

Russian alexandrites grew in six-sided 
“twinned” groups of crystals in a dark mica 
schist, in the same formations as emeralds and 
phenakites (figure 2). Good specimens show the 
same color changes in varying lights that we look 
for in the cut stones. Since the crystals are not 
free-growing, but form in a stony matrix, they 
are not clear and gemmy throughout. They are 
seamed by fractures with clear areas here and 
there, from which stones weighing up to about 
six carats may be cut. Even these small stones 
are likely to be flawed and filled with clouds of 
minor inclusions. However, despite the flaws, 
Russian alexandrites are much more desirable 
than the Ceylon stones, so long as the inclusions 
are not so numerous as to spoil their beauty. 

Natural Russian alexandrites are a fine bluish- 
green color in daylight and turn purplish red 
under incandescent light. The ideal stone is rare, 
for lively daylight green stones often look pale 
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under an incandescent light, while an intensely 
purple nighttime stone often appears too dark by 
day. We can now see the “daytime” color under 
fluorescent lights, and don’t have to wait for 
hours to see the color change, as the first discover- 
ers must have waited that first night back in 
1833. The daytime color of the Russian stones is 
a much bluer green than those of Ceylon—some- 
times almost more blue than green. The artificial- 
light hue of such stones is a rich amethyst purple. 
..Watch out for synthetic corundum imitations 
of this gem! They are a bright amethyst hue at 
night, but a poor purple-glinted blue in daylight. 
The rare spinel synthetic imitations are a good 
daylight green, but their nighttime color leaves 
much to be desired. It is like the nighttime color 
of most of the Ceylon stones which they more 
nearly resemble. The corundum synthetics are 
common as “alejandrina” in Mexico and Cuba. 
The curving striae show readily in the corundum 
imitations. A dichroscope is the simplest testing 
instrument for the spinel synthetic imitations. 

Ceylon alexandrites are much greener than the 
Russian by daylight. The closest color compari- 
son would be with a green tourmaline, and they 
look very nice. They lose out, however, to the 
Siberian stones in artificial light, in which they 
have a brownish red or a brownish purple color. 
Also they generally show greenish overtones that 
permit the connoisseur to identify them by simple 
inspection. This is not true with a fine Russian 
stone that really looks like an amethyst by night. 
The Ceylon stones occur in the gravels as water- 
worn pebbles and are often large and clean. 
Stones weighing up to 40 and 50 carats are 
known. Wholesale prices may reach $300 to $500 
a carat for Ceylon stones and $500 a carat for 
Siberian. On the other hand, light chrysoberyls 
with poor color changes (some recently sold 
stones from Brazil show a slight change in the 
tint of their brownish hues and have been called 
“‘alexandrites’’) are worth less than $50 a carat 
and can scarcely be called alexandrites. 

Small Russian alexandrites are relatively abun- 
dant, for the crystals have many little clear areas 
from which calibre can be cut. Small Ceylon 
alexandrites are almost unknown, though larger 
Ceylon alexandrites, up to three or four carats, 
are not hard to get. They are best cut in the 
cushion shape, which brings out the color changes 
to best advantage. None is ever cut for anything 
except maximum recovery. Occasionally one sees 
a badly oriented stone which, had it been cut with 
the table in a different plane, might have yielded 
a smaller but finer gem. Recutting these stones 
should be tried only by an expert. 


Cats-eye 
Cats-eyes of alexandrite are known in Ceylon 
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material. The change is not as striking as it 
sounds, for one is much more conscious of the 
“eve” than of its matrix, and the eye remains un- 
changed. The body color changes from the Ceylon 
brownish green to the purplish brown tint with- 
out affecting the bluish eye. They are not com- 
mon, and only a few small ones have found their 
way to the market. 

Ordinary cats-eyes are chrysoberyls and, since 
they are not clear and facetted stones, they lie 
a little out of the province of this series. None 
the less, as they are so popular and expensive, 
it might be well to tell what can be expected. They 
too are found as waterworn pebbles and are usu- 
ally cut for maximum yields. Hence no regular 
sizes and shapes are to be expected. (This is an 
aid in identification, for obviously a cats-eye stone 
that has been mounted in a machine-made ring 
must be cheap, probably one of the quartzes. ) 

Cats-eyes range in color from greenish yellow 
to brown. The deeper greenish browns are the 
best; lighter stones with whiter eyes seem a little 
insipid. A fine stone should be clear enough to 
permit one to see into its depths, but its cloudiness 
should prevent any clear visibility of the mount- 
ing or the wearer’s finger beneath the stone. The 
distribution of silk should be uniform. Poor ex- 
amples, half silky with a good eye and half clear, 
are fairly common. But there should not be so 
much silk that the stone appears opaque, and the 
eye should be right up on the top. One must be 
able to see into the stone. The streak should go 
straight without wavering and, if the gem is oval, 
it should be aligned with the long axis. 

In recent years, the price of cats-eyes has risen 
sharply. The cost depends considerably upon the 
size. Under five or six carats they may sell for 
less than $100 a carat; one or two-carat stones 
may be only $5 to $15 a carat. Five to 20 carats 
are the popular sizes, and as much as $200 a carat 
has been asked in the trade for superior stones. 
Very large stones become less saleable. At a 
recent auction a stone of fine quality, weighing 
approximately 100 carats, went for about $12,000. 
It is not practical to cut such large cats-eyes into 
smaller stones, so these great disproportions in 
price contradict the popular concept of “the big- 
ger the stone, the higher the cost.” 


Ruby 


The corundum group is large with gems to 
satisfy many tastes. It includes clear, colorful 
stones that please the eye, and subtler “phenome- 
nal” stones that fascinate the mind. Rubies are 
the rarest of the corundums. At their best they 
are slightly bluish red in hue and are attributed 
to Burma. Large rubies are very rare and very 
expensive. We accept flaws in rubies almost as 
readily as we accept the “garden” in an emerald. 
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The shapes depend on the rough, so we do not 
look for the perfection in cutting and outline 
that we can look for in diamonds. A fault char- 
acteristic of this group is known as “silk.” This 
consists of schools of rutile needles which are 
swimming in the crystal in a definite pattern. A 
stone that teems with this impurity can be cut 
to make a star stone. But when only a moderate 
amount of silk is present, it is better to facet the 
stone and try to avoid making a rutilated plane 
parallel to the table. 

Any ruby above two carats is noteworthy. Ru- 
bies are the most expensive regular stones of 
commerce. They pass the price of diamonds of 
comparable quality at two to three carats. (Dia- 
monds are second, emeralds are third, popular 
opinion to the contrary notwithstanding!) 

Rubies come from Siam and Ceylon. Siam ru- 
bies tend to be a little dark and, lacking the 
fluorescence, a little less blue. They can, in fact, 
grade into garnets in appearance. Ceylon rubies 
are relatively pale, bordering on the pink sap- 
phires and “oriental amethysts.” 

Corundum is a durable mineral, tough and not 
very brittle. A crystal, on its release from the 
weathering rock, slowly rolls downstream. As 
it goes, it gradually becomes smaller and more 
rounded. Tiny rubies are common, and stones 
that weigh up to half a carat may be very cheap 
indeed—only a few dollars a carat. So the in- 
trinsic value of the little rubies in a “cocktail” 
ring is negligible. It is only when rubies are large, 
clear, and colorful that they reach real worth. 

i om 


Panels of watch parts 


-— =— i 


The watch-repair section in the newly re- 
modeled Hess Brothers, Allentown, Pa., depart- 
ment store presents unusual and appropriate 
murals to customers. They are two clear-plastic 
panels in which almost innumerable watch parts, 
crystals and cases are embedded in magnificent dis- 
order, like pepperings of planets, stars and moons 
across the sky. 
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by Jerry Gewirtz, JC-K Fashion Consultant 


a fifth C 


® THE DIAMOND VOCABULARY for many years has 
included four C’s: color, clarity, cut and carat- 
weight. Now a fifth C deserves to be added: con- 
figuration. That word most aptly describes what 
the designers have done with cuts, settings and 
mountings in this year’s diamond engagement and 
wedding rings. 

The changes are dynamic, and bound to boost 
business. Old cuts are reappearing in new set- 
tings, new cuts are emerging for the more tradi- 
tional applications. 

Even the shank is diamonds in this It’s a style revolution, nothing less, brought 
— ee oe ine aenkite Pareny-ost about by designer ingenuity and economic change. 
solitaire in platinum. The 86-point : 

center stone is set in a head of multiple The configurations—cuts, contours, patterns—are 
fine prongs paved with melee. creating new shapes for rings. 

This head, in turn, rises from a belcher ring The diamond engagement ring for the young 
entirely paved with tiny brilliants. (please turn to page 120) 
Designed by Jan Schlumberger for Tiffany. 

Retail price, $2600. 


An illusion ensemble. The die- The baguette moves to the Tiny brilliants delineate the smal- 
struck ring has tiny melee around top. Its edges are altered by ler-than-it-looks marquise in this 
the solitaire to enhance the size. an illusion device to give it ensemble by David Karp Co. The 
Sculptured interlocking device. the traditional emerald - cut illusion setting makes the stone 
Karlan & Bleicher. look. By Tessler & Weiss. look larger than it really is. 


Left. High prongs hold the 6-carat pear which 
is made to look softer and bigger by the brilliant 
wave of baguettes that trim its contours. Two 
triangle diamonds are on the sides. Marc Koven 
is the designer. 


Right. Larger stones, like this pear, achieve 
softer shape through modern design which stimu- 
lates sales, especially for the second-ring buyer. 
This one is by Harry Winston. 





Left. A stimulant to dia- 
mond sales, heart cuts are 
now available from 5 points 
to 15 carats. Heart diamonds 
are cut for all jewelry. 
Baumgold Bros., Inc. 


Right. Karat - gold shank 
completely alters the appear- 
ance of the solitaire and can 
be removed like a coat, leav- 
ing a traditional ring. It 
comes in a variety of styles. 
Designer is Alfred Shawl, 
and patent is pending. 


Wedding rings can afford to be- “Emerald-Fire” setting from Smaller emerald cuts look large in illu- 
come more ornate as engage- Feature Ring Co. uses baguettes sion mounting. The buyer can exercise 
in a gem-on-gem technique that good taste for a lower-priced ensemble. 
“Star-Mate” by simulates the emerald cut. J. R. Wood’s Artcarved. 


ment ring shanks become more 


conservative. 
David Karp. 


Elongated points make the marquise look 
larger than the round stone of the same 
weight. The marquise, like the pear, is 
once again growing in popularity with 
its outlines softer, curvier and more sub- 


dued. 
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This flattering feminine Linde Star lady's 
ring is enhanced by a gracefully swirled 
setting of 10 genuine diamonds. Beauti- 
fully styled in 14K white or yellow gold. 
Please specify quantity of Ruby and Sap- 
phire when ordering. 


Since 1898 K. Polishook & Son has packed 
a lot of extra styling and extra value 
in its line of rings. These extras combined 
with irresistible prices make Polishook the 
logical source for retailers who want to 
stimulate sales and profits. 
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THE FIFTH “C” (continued) 


bride is, of course, the most important sale to be 
considered. But sales of second rings to the ever 
increasing older group demand attention too. 

Good taste is the prime requisite in the selec- 
tion of that first ring. The trend is now away 
from the cluster in favor of the smaller and more 
conservative solitaire. Mountings, too, reflect this 
changing taste. 

The quality look in even the least expensive 
ring is reflected in a new setting technique that 
gives the traditional baguette the dignity of the 
center stone. It moves to the top and is set so 
that the illusion mounting cuts its corners and 
creates the contour of the emerald cut. 

The tricks are still the treat for the smaller 
sizes. Illusion mountings—gem on gem, stone on 
stone, prongs set with melee—continue to enhance 
stone size. Their application, however, has been 
broadened. Where once illusions for emerald cuts 
started with the third of a carat, they now are 
used for stones as small as a quarter. Even here, 
no matter how much glamor is contrived through 
setting tricks, the shank is conservative, in good 
taste. 

Newest configuration in the lower-priced sets 
is the illusion mounting for the marquise. The 
popularity of this cut in the small sizes will prob- 
ably increase when the marquise and the pear in 
the larger sizes enjoy the full favor they promise 
to have in the next year or so. 

For it is the costly rings that set the fashions. 
And here, particularly, the design changes are 
coming swiftly. One company, for example, will 
soon announce its success with a new cut. Jan 
Schlumberger of Tiffany has just devised a whole 
series of variations on the Tiffany setting. This 
great designer has maintained the tradition of 
the Tiffany top, but has dramatized and glamor- 
ized the setting. Mr. Schlumberger mounts his 
solitaire at the top of a setting that is literally 
paved with diamonds. Prongs rise much higher, 
leaving more space for his design creativity. 

One ring has the center stone held by high 
prongs, each a solid row of small stones, while 
the band of the ring is in plain gold. An emerald- 
cut center stone, in another ring, is cradled by 
vines of tiny diamonds which continue around the 
finger. Mr. Schlumberger borrows the old-fash- 
ioned Tiffany solitaire and paves the entire shank 
with small diamonds. 

Top designers are changing the shapes in still 
other ways. They are tired of sharp, geometric 
outlines. There’s a softening of contour for 
beauty’s sake. 

The heart, for example, was a step in this direc- 
tion, and its acceptance indicates how successful 
a new cut can be. No one expected it to surpass 
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the brilliant in popularity, but it proved a strong 
stimulant to sales. It was responsible not only for 
the sale of the engagement ring, but for jewelry 
that matched. Today, heart diamonds are avail- 
able from as small as five points. 

This continuing interest in softer contours is 
dramatically illustrated in the resurgence of the 
pear for the engagement ring. The pear is now 
a strong competitor of the emerald cut. 

Where the cut doesn’t curve sufficiently, design- 
ers have made the trimming stones do the job 
for them. The pear, for example, appears even 
more supple when it is surrounded by waves of 
baguettes that lose their sharp outline as they 
move around in a mobile design (see the illustra- 
tion). 

The giant step has been taken. The diamond 
engagement ring takes on a new face, a new top, 
a new table. Modern designs are winning out. 
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Old cuts and shapes will be reactivated and new 
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ones added to the chart of traditionals. (The chart 
is part of a brochure, available from William V. 
Schmidt Co., Inc., New York.) 








They are as up-to-date as contemporary archi- 
tecture. One new series has a removable gold 
shank. It permits the wearer to enjoy her tradi- 
tional solitaire or take on more sophisticated and 
modern coloration if her mood and costume de- 
mand it. 

More is to come. The months and years ahead 
will see radical changes, with more new cuts and 
more revivals of old ones. An upcoming new table 
cut, for example, will “turn the tables” on tradi- 
tion. One industry spokesman sees old favorites, 
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The brilliant beauty 
of the single Linde 
Star is enhanced by 
the two genuine dia- 
monds set on each 
side of this magnifi- 
cent mounting. Choice 
of 14K white or yel- 
low gold. 


Classic man's ring with 
regal, masculine ele- 
gance complements 

exquisite Linde 
Star center stone. 
Choice of 14K yellow 
or white gold mount- 
ings. 


These rings are a special offer in 
cooperation with this special Linde 
Star promotion. No orders or re- 
orders, at this price, will be ac- 
cepted after May 3rd. Please 
specify quantity of Ruby and Sap- 
phire when ordering. 
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Man's ring set in 14K white 
gold with ae * ea on each 
side. 


Set in exquisite 


*tru-so- 
14K gold mountings 


Ladies ring set in I4K white 
gold with diamonds on each 
side. Large selection of both 
ladies’ and men's rings to re- 
tail from $75 to $500. 


Creators of 
4, "KIN-LOCK" 
, Diamond Rings 








Tips on Tops and Tables 


Customers care most for color, then cut. 


Look for the introduction of new cuts; 
reactivation of old ones. 


The classic Tiffany setting is modernized 
and glamorized. 


Prongs go higher ; some are stone-studded. 
The fancies are playing a vital role as the 
solitaire. 

Silhouettes are softer; the pear and mar- 
quise grow in popularity. 

Top stones relieve the severity of sharp 
shapes and soften contours. 

Illusion mountings are broadened to in- 
clude tiny marquise, smaller emerald cuts. 
Baguettes move to the top; they sometimes 
become the center stone. 

Shanks are conservative, shoulders sim- 
pler. 

Modern has a readier market in engage- 
ment ring designs. 

Diamond-set wedding rings become more 
ornate. 

















like the French cut, being reactivated. 

Not to be overlooked is the change reflected in 
what the customer wants. There seems to be a 
flagging of interest in the flawless diamond. Cus- 
tomers are hunting for top color and cut. They 
want size, but never where color is sacrificed. Im- 
porters and manufacturers expect this preference 
to continue for some time. 

Wedding rings have also undergone sales- 
getting changes. While the engagement ring has 
usually become more conservative, the wedding 
ring has grown more ornate. It’s as if it can 
afford to flash a little now that the solitaire is less 
ornamented. Men’s wedding rings in particular 
are more elegant as wellas more popular. S@ 








Casting your bread 
on Navy waters 


A midshipman of the U. S. Naval Academy came 
into the store of William Stearns, Jeweler, of 
Annapolis, to cash a check. 

He made no purchase, but Mr. Stearns cashed 
his check and kidded him about buying a diamond 
ring sometime. 

Two years later, the same man, now an ensign 
in the Navy and engaged to be married, flew in 
from California and purchased from Mr. Stearns 
a $400 ring. 

“It pays to do a favor,” says Mr. Stearns. 
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Revolving case displays china 


There simply wasn’t room enough at the Zale- 
Lee Jewelry Co. in Englewood, Colo., to display 
open-stock china. So they devised this space- 
saving unit and placed it near the front door. 

It’s four feet high and two and a half feet wide; 
each of its four picture-frame panels is made of 
pegboard with a framework of simulated blond 
hardwood. Inset in the panels are small recesses 
for the displaying of cups and saucers. Plates 
and other flat pieces are suspended on wrought- 
iron hooks which plug into drilled holes. The 
whole thing turns at a touch of a finger to present 
its four sides to the customer. 

The fixture looks expensive but actually it cost 
less than $5. The base on which it rotates came 
from an old-fashioned swivel chair. Scrap wood 
was used to build the frame, and the blond “hard- 
wood” binding is nothing more than a decorative 
paper with an oak-grain pattern. It has to be 
examined closely to discover that it’s not really 
wood. 

Occasionally, as at Christmas time, the re- 
volving fixture is used for watch bands and other 
things but usually it shows dinnerware sets. It’s 
a first-rate traffic stopper. At least 50 per cent 
of the women shoppers pause to “give it a whirl.” 





] 


| 


| A young woman about to be married came into 
| the store of John Parian & Son in Clifton, N. J., 
to select gifts for her bridesmaids. After looking 
for a while, she selected rhinestone chokers. But 
she needed three and Mr. Parian had only two. 
He promised delivery of the third choker in time 
for the wedding and made out a bill for the three 
chokers. When he asked for a deposit, the young 
woman said, “No, I don’t want to buy them. I 
just want to borrow them. I’ll return them right 
after the wedding.” 
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$200 Keystone 
14K white gold 
11 diamonds 








How the romance of 
+898 


$110 Keystone rings and stones has 
4 diamonds 


14K white gold profited jewelers 
for centuries 


Some of the reasons why past generations wore rings 
are almost forgotten, and might profitably be revived. 
James R. McCarthy, author of Fire in the Earth, wrote 
the following article for JC-K several years ago. It is 
reprinted here in response to several requests — Editor. 
+897 

$104 Keystone 
2 diamonds 
Florentine Finish 


14K white gold 


® ANCIENT ROME bred brilliant generals, poets, 
thinkers. More interesting to jewelers today, are 
the Roman merchants whose shrewd promotion 
methods began the rage for rings. Actually, their 
merchandising might well be the envy of the 
modern retailer—with all his windows, advertis- 


ing, TV and radio. 
A brief look at the ancients is a help to us at 
oe , 17 ) this time when the jewelry industry is seeking to 
; OS stimulate the sale of rings for men, women and 
Since 1913 children because certain ring-wearing customs 
have lost their significance in present-day America. 
Let’s examine the background of the ring— 
the customs, traditions and romance which have 


been built around it over the centuries. And let’s 
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see if we can revive something of that romance 
and apply it to the sale of rings today. 

To the Romans, jewelry meant but one thing: 
The ring. They had adopted ring wearing from 
the Greeks, Etruscans and Chaldeans. But they 
transformed what had been a casual fashion into 
a custom almost as rigid as the old Roman law 
itself. It did not matter to them that only men 
wore rings (women had to be content with other 
ornaments) or that bethrothal or wedding rings 
were as yet virtually unknown. Nor were they 
discouraged when gold was too rare and expensive 
for general use. 

First of all, they (and by “they” we mean the 
merchants, not the politicians) created iron rings 
and bestowed them on conquering heroes. Soon 
every adult in Rome wouldn’t think of appearing 
in public without his ring. Indeed, even the law 
recognized the new popular custom. It forbade 
the wearing of rings by criminals and slaves. 
(Women, of course, had no status whatsover.) 

Then the smart Roman jewelers stepped up 
sales by making rings on different fingers stand 
for different professions—the index finger for 
merchants, the third finger for students, the 
thumb for doctors. Then they promoted rings 
for different seasons—heavy rings for winter, 
light rings for summer. 


Origin of the birthstone 


Now up to this time, rings, while heavily en- 
graved, were not set with gems. So the Romans 
(who liked anything relating to the calendar) 
thought up the natal or birthstone. Since birth- 
days were solemn events in the lives of individ- 
uals, natal rings were important parts of the 
attire. They were richly set with precious stones 
and, incidentally, the Romans’ “stones of the 
month” closely paralleled the list used today. 
When gold became more plentiful, jewelers pre- 
vailed upon the lawmakers to permit slaves to 
wear only iron rings while freemen could wear 
gold rings as a mark of citizenship. Then what 
happened? Everybody who previously had worn 
an iron ring got rid of it for fear of being mis- 
taken for a slave and bought a gold ring. And 
since gladiators and heroes were now without a 
distinctive mark, they were provided special col- 
ored stone rings. Meanwhile, men of noble birth 
had no distinctive ring so the jewelers devised 
special family crest, signet and emblem rings. 
Their appeal was such that soon every socially 
minded person in Rome was ordering them. 

We are inclined to think of the Romans simply 
as innovators of customs, creators of traditions. 
But in respect of rings there is one very import- 
ant fact to keep in mind: they innovated and 
created because they were primarily concerned 
with selling rings. Their merchandising and pro- 
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Surrounded by 12 Diamonds 
in New Cluster Setting 


Linde Star Ruby or Sapphire 
Flanked by 2 Diamonds 
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Famous American Beauty 


Diamond Rings 


UNTERMYER, ROBBINS & CO. 


Manufacturers - Ringmasters Since 1865 
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motion ideas paid off, not only for them but for 
jewelers throughout the ensuing decades and 
58 centuries. 
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These two handsome 14K 
white gold rings feature 
famous Linde synthetic 
star sapphires and rubies 

complemented by 
sparkling diamonds. Your 
customers will admire 

the startling beauty 

of the stones—and 
recognize the excel- 

lence of the typical 
CHURCH craftsman- 
ship in the settings. 





Each stone’s lore 


By the time we come to the Middle Ages, we 
find the jewelers had learned the historical lessons 
of their trade so well that they improvised new 
merchandising ideas of their own. They exploited 
superstition. 

They began to attribute to various colored 
gems certain powers. The emerald, for instance, 
was said to be an enemy of all impurity. The 
topaz freed men’s minds from passion and sorrow. 
The agate was good against poisons. The sap- 
phire not only was an antidote for poison but 
“pacified all enemies.” The opal was believed to 
be wonderful for eyesight. The carnelian pro- 
tected a man against witchcraft. Jasper pre- 
served him from drowning. The turquoise pre- 
served him “from falls and bruises.” The coral 
(worn in a ring) prevented nightmares. 

Indeed, as we move out of the dark of the 
Middle Ages and into the Sixteenth Century, we 
find new generations of jewelers improvising on 
the same idea. There were rings to cure epil- 
epsy (a piece of elk hoof set in a ring), to pre- 
vent rabies or hydrophobia, to ward off insomnia 
and nervousness, to stop hemorrhages, to prevent 
cramps—cramp rings were popular right into 
the Nineteenth Century. 

Don’t laugh at that, either! It wasn’t so very 
long ago—during the present century—when 
rheumatism rings were sold in the United States 
and, in fact, were in considerable demand. If 
the younger generation of jewelers doubts this, 
it is only necessary to scan ring manufacturers’ 
catalogs hardly more than 25 or 30 years old 
and find them offering supplies of rheumatism 
rings which, to quote one advertisement, “gen- 
erate, with the heat and moisture of the finger, 
a mild current of electricity which stimulates the 
circulation of the blood, dissolves acidity and 
removes rheumatism—price, $5 a dozen, whole- 
sale.” 

Even the various types of rings already cited 
don’t entirely reveal the ingenuity shown by jew- 
elers through the ages in merchandising their 
wares. We are hardly in sympathy, of course, 
with the famous “poison” rings worn by the 
Borgias. But those depressing circlets had their 


CHURCH & COMPA N ¥ charming opposites—“perfume” rings—in which 


the hollow bezel of the ring stored perfume in- 
Manufacturing Jewelers | stead of poison. 

2 Garden Street, Newark 5, New Jersey There also were “memorial” rings to honor 

Pee. some hero, such as England’s Nelson; in fact, 

many of the queens of England bequeathed such 

rings to their faithful retainers. A more pleasant 

vogue was the “posy” ring. This was popular 
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from the Middle Ages until the middle of the 
Nineteenth Century. Most such rings had 
“‘posies” or poems or mottoes inscribed on them. 
Some of them were amusing. In 1753 a man 
named John Thomas of London, who already had 
been married four times, became engaged. He 
had inscribed on the girl’s engagement ring this 
legend: “If I survive, I’ll make thee five.” 

To cite a few others at random: “The sight of 
this, deserves a kiss.” “As long as life, your 
loving wife.” “In thee a flame, in me the same.” 

What happened to all these types of rings and 
ring-wearing customs? The answer of the modern 
jeweler is apt to be that this sophisticated age 
could not accept the cramp rings, the epilepsy 
rings, the hydrophobia rings, the poison, per- 
fume, memorial or even posy rings. Therefore, 
your modern jeweler very likely will explain, 
it is ridiculous to attempt to perpetuate in this 
day and age the superstitions which served the 
jewelers of old so well. 

A sound observation—but there is one big flaw 
in it. The modern jeweler—the jeweler of the 
past three or four decades—not only ignored 
the rings of superstition, which was understand- 
able, but he became indifferent to the merchan- 
dising of rings of sentiment—colored stone rings, 
natal or birthstone rings, signet rings and em- 
blem rings. There may be no room today for 
superstition, but there is plenty of room for 
romance, tradition, sentiment and prestige. 

He might have these rings on his shelves or 
in stock—sometimes—but he allowed the public 
to become indifferent to customs and traditions 
that had sound merchandising and sale possi- 
bilities. Look through the jewelry consumer ad- 
vertisements placed in the past three or four 
decades by most retailers and manufacturers, 
study their merchandising methods, their win- 
dow displays and their in-store promotions dur- 
ing the same period. What do you find? 

You find that the romance, glamor, sentiment 
and prestige of colored stones, of signet rings 
and of emblem rings—all of which the Romans 
had built up and succeeding generations of jew- 
elers had perpetuated—were almost non-existent. 
All the emotional factors were reserved for en- 
gagement and wedding rings. As for the others— 
colored stones, signets and emblems—the aver- 
age jeweler’s attitude seemed to be a paraphrase 
of Gertrude Stein: “A ring is a ring is a ring.” 

[The Ring Guild of America was organized re- 
cently. Through publicity, advertising and dealer 
aids, it has a planned program to create new 
interest in colored-stone rings.—Ed. ] 


Profit by experience of the past 


It might be well, therefore, to take a closer 
look at the historical methods of merchandising 
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Brogan Quality 
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ST 57/27 Two .0I% S.C. diamonds 
enhance the 3-carat Linde star. 
$9 Keystone 


ST 51 Two .05 F.C. diamonds accent 
the 7-carat Linde star. 
$197 Keystone. 


ST 56/7 Four .0l', F.C. diamonds 
frame the 3-carat Linde star. 
$110 Keystone. 
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Star Rings featured 
in our catalog 


Byard F. Brogan 
Mountings * Wedding Rings - Custom Designs 
Diamonds - Precious Stones - Cultured Pearls 
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colored stone, signet and emblem rings. For the 
modern jeweler is losing out if he does not at 
least attempt to profit by the experience of the 
past. 

Consider colored stone rings, for example. Al- 
though we have seen that the first stone rings 
of the ancient Romans were created only for 
men, jewelers of later centuries popularized 
them as prized possessions for women. To make 
natal rings more attractive to women, merchants 
popularized the idea of having a flower presented 
with the ring—the Flower of the Month. They 
also presented with such rings, a Horoscope of 
the Month, a Sentiment of the Month. Rings 
containing small, colored stones also were pre- 
sented to children on their birthdays. The attitude 
of the jewelers of old was: everybody was born, 
therefore everybody has a birthday, therefore 
everybody should have a birthday or natal ring. 
Whatever happened to that custom? 


Signet ring a mark of authority 


Now, consider signet rings. Until about three 
decades ago signet rings were extremely popular 
among all ages of men, including boys in their 
teens. They carried the appeal of dignity, pres- 
tige and personal identification and that was be- 
cause they had a most impressive past. 

Once—as a seal—it was the ring of authority. 
It was the most honored ring on a man’s finger— 
not only with kings and noblemen but average 
men of business and of the professions. From 
the Middle Ages on it bore family crests or ini- 
tials. Some signet rings today still carry the 
family crest. One of the most famous was a 
heavy, gold circlet set with a bloodstone upon 
which was engraved the family crest of the 
Roosevelt family. It was worn on the little finger 
of the left hand of the late President Franklin 
Delano Roosevelt. 

The signet ring goes back to the beginnings of 
ring history. It antedates virtually all other rings. 
Originally, it was a means of identification. We 
think of it today mostly in terms of male identifi- 
cation. Actually, through many centuries, it was 
worn by children and women as well. Early in 
the Middle Ages women began to wear them. One 
of the most famous was the signet ring of Ber- 
teildis, a wife of Dagobert I (602-638). Until 
her time queens did not wear signets. She en- 
couraged other noble ladies to wear them and 
soon the fashion filtered down to the lower ranks 
and signets were worn by all women who could 
afford one. 


Bridal rings evolved from the signet 


As a matter of fact it was the signet ring for 
women that evolved into the betrothal and wed- 
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ding rings. A signet ring, when presented to a 
betrothed girl, originally signified that she was 
destined to be in charge of the household goods 
of her future husband. If presented to a bride 
it meant she could pay her grocery and butcher 
bills merely by impressing the signet upon the 
bill—papa took care of the rest. “He gives a 
gold ring,” wrote St. Clement, “not for ornament, 
but that she may with it seal up what has to be 
kept safe, as the care of keeping the house be- 
longs to her.” 

As for men’s signet rings, they always carried 
a certain prestige. The Greeks created the signet 
ring as a seal and through the centuries it was 
regarded as a “seal ring.” Alexander the Great 
used two seal rings, one his own, the Great Seal 
as King of Macedonia, the other the seal of Darius 
III, which Alexander used after he had completed 
his Persian conquests. 

During the Hellenistic period many types of 
stones were used on which inscriptions and ini- 
tials were engraved. One of the most famous 
Signet rings was worn by Elizabeth I, Queen 
of England. She presented it to her favorite, 
Robert Devereux, Earl of Essex, and informed 
him that so long as he had it he would be free 
from danger or distress. Later the Queen went 
back on her word and consented to the Earl’s 
death, in spite of the ring. But then, you couldn’t 
rely much on Queen Elizabeth’s word, since she 
previously had failed to honor a pledge implied 
in one of the signet rings she gave Mary Queen 
of Scots. She double-crossed Mary, in spite of 
the signet, and sent her to her death. 


Achievements recorded on rings 


Famous personages of the past always saw 
to it that objects of special significance were en- 
graved in their rings. Pompey, the great general, 
had placed on one of his rings emblems of his 
three victories in Europe, Asia and Africa. After 
his murder, the Roman senate refused to credit 
the news of his death until Caesar produced his 
seal ring. Julius Caesar’s own ring bore a rep- 
resentation of an armed Venus; Alexander the 
Great had one with a portrait of himself; many 
Greeks used seal rings with a portrait of Helen; 
the inhabitants of Heraclia, a Hercules. In 1810 
a poor laborer’s wife found upon the surface of 
a mill adjoining the churchyard in Stratford, 
England, a gold ring bearing the intials W.S. 
It is believed to have belonged to William Shake- 
speare. 

The significant fact about all this is that the 
jewelers of other ages did not allow the public 
for one minute to forget the importance of the 
signet. 

They had no advertising agencies or publicity 
representatives but they used every means at 
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A complete line 


LEFT—Man's ring of 14 karat white gold 
gypsy setting with 2 baguette diamonds 
and 8 millimeter Star ruby. 


RIGHT—Lady's 14 karat white gold ring 
set with 12 diamonds and a 7 carat Star 
sapphire. 
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their command to stress the importance of signet 
rings to the great men and ladies of the land. 
They saw to it, also, that the ring styles and 
customs accepted by people at the top filtered 
down into the consciousness of the average man 
and woman. They made the signet ring an object 
of glamor and romance and prestige. Human 
nature and human vanity did the rest. 


Symbols of authority 


The emblem ring is another example of the in- 
genuity and resourcefulness shown by the jewelers 
of old. History tells us, of course, that kings had 
their private royal jewelers. To these artisans 
the modern jewelry industry owes much. They 
thought of rings as symbols or emblems and so 
they conceived coronet rings for their royal bosses. 
These rings, with the crown, the scepter and the 
Great Seal, became symbols of authority. 

Then, as the records of heraldry show, when 
the kings decided to honor certain individuals, 
they made them knights or members of a high 
royal order—and here again the royal jewelers 
showed their adroitness. They created rings sym- 
bolic of the honor of knighthood. One of the oldest 
and most famous is the Most Noble Order of the 
Garter, instituted by King Edward III of England 
in the year 1344. 

There are other famous ones. To mention a 
few: The Most Ancient Order of the Thistle, orig- 
inated in Scotland; the Most Illustrious Order of 
St. Patrick, organized in Ireland in 1783; the 
Order of St. Stephen, the Military Order of Maria 
Theresa in Germany; the Order of the Elephant 
in Demark; the Order of Malta (or Knights of 
St. John) in Jerusalem, and the Order of the 
Knights Templar. 

These royal rings were the inspiration for all 
the fraternal, lodge, fraternity, sorority, and 
class rings worn by hundreds of thousands of men 
and women in America and elsewhere in the world 
today. New organizations arose and each of them 
had its special emblem ring. 

In the Nineteenth Century social, fraternal and 
insurance “knighthoods” began to spring up in 
England and on the European continent and 
spread to the United States. With them the em- 
blem ring burst into overwhelming popularity. 
There were special emblem rings for the Moose, 
the Masons, the Elks, the Knights of Malta, of 
Pythias, of Columbus, of the Maccabees, of the 
Knights Templar of the U.S., of the Odd Fellows, 
the Red Men, the Eagles, Woodmen of the World, 
Independent Order of Foresters, the Royal Ar- 
canum, the Ancient Order of Hibernians and the 
Owls. 

Soon college fraternities and sororities, even 
high school fraternities and sororities adopted em- 
blem rings. The first college fraternity on record 


JEWELERS’ CIRCULAR-KEYSTONE, APRIL 1958 





to do so was the “Flat Hat Club” at the College 
of William and Mary, Williamsburg, Va. Thomas 
Jefferson was among its first members. Out of 
this evolved the Greek fraternity, Phi Beta Kappa, 
after which “Greek letter societies” sprang up 
in colleges and universities in the United States 
almost as fast as football teams. With the spread 
of college co-education and women’s colleges, 
sororities followed and also adopted emblem rings. 

Then the graduates of colleges, with a nostalgia 
for the companionship of school days, formed 
graduate “classes” and adopted class rings. 

In the days when these various organizations— 
the fraternal orders, the fraternities and soror- 
ities and the coilege class groups—were young, 
jewelers were on the job turning out emblem rings 
for them. 

The custom of wearing rings—and the desire 
to wear them— is not a dead issue today by any 
means. There are many jewelers who are doing 
outstanding jobs of ring merchandising. They 
are proving that despite the seeming lack of in- 
terest by the general public, the latent desire to 
own and wear rings needs only the stimulus of 
the right appeal. 

Take a look around your store right now. Any 
customers? Probably there are. Maybe he or she 
isn’t standing in front of your ring counter; in 
all probability he or she isn’t even thinking of 
rings at the moment. But, are you? That’s the 
important question. By merely showing the cus- 
tomer the rings you have and presenting them 
with enthusiasm you may activate his or her 
subconscious desire to own one. The least you can 
do will be to impress upon the customer’s mind 
the fact that you do have a good selection of 
rings and are ready to fulfill his desires now or 
in the future. Try it! You may be pleasantly 
and profitably surprised. Eae 


— — ——_——__—— 


Jewelers’ terms: the word ‘grain’ 


The word “grain” came into use _ because 
jewelers had difficulty in weighing their small 
goods. Until modern times units of really uniform 
size were hard to secure. The English of the 17th 
century used grains of wheat because they found 
that after much search, these were the most nearly 
identical of tiny natural objects. So English law- 
makers of. the times established the grain as the 
legal unit for weighing gold. However, because 
the possibility of variation even within a wheat- 
field was recognized, it was stipulated that the 
grains used for weighing should be “dire, and 
gathered from the middle of the ear.” And since, 
by trial and error, it was found that approxi- 
mately 360 were equal to an ounce, that count 
became standard. 
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New front on an old store 
Schwarzschild Brothers’ store in downtown 


Richmond, Va., has received a splendid face- 
lifting. 


Carnelian-red polished granite now runs the 


a 
Se Betas, 
: ES Shee a ne ae 


entire length of the building on the corner of 
Broad and Second Sts. 

Stainless steel has been used for doors, window 
trim, and for the Schwarzschild name design. 
The windows themselves are in small proportions 
to show the jewelry to greater advantage. 








It’s open house at Hausmann’s 


Hausmann’s, New Orleans’ 145-year-old jewelry 
store, marked the completion of an 18-month re- 
modeling program with a three-day open house 
recently. 

New floor cases, carpeting and lighting were 
installed, the antique wall cases were refinished, 


and the second-floor gift department was re- 
decorated. 

During the open house, the public was invited 
to visit the store’s new showrooms at 730 Canal 
Street and inspect a display of diamonds valued 
at more than a million dollars. The display in- 
cluded necklaces, bracelets, earrings and other 
diamond jewelry. 
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The engagement ring 


the Saturday Evening 


POST 


February 22. 1958 ~ £9 
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Almost bursting with happiness and pride? 
You bet she is! And what a flurry her friends 
are in! They’ll have their diamond rings too, one 
of these days—they hope. 

The picture, as you see, appeared on the cover 
of the February 22 issue of The Saturday Evening 
Post. It was painted by the Danish-American 
artist, Kurt Ard. He was discovered by Ken 
Stuart, art editor of the Post, who saw his 
illustrations in a Danish publication. Ard sub- 
mitted preliminary sketches of cover material and 
subsequently made a trip to the United States 
accompanied by his wife, a vivacious brunette 
who models for him. In this picture she is the 
girl leaning across the desk. 

Ard is prolific; he produces 52 paintings a year. 
Many of them are sold to Scandinavian, German 
and French publications. His medium is tempera 
or gouache. He has now moved permanently to 
this country and lives in Westport, Conn. 

The idea for the cover came from Ken Stuart: 
to depict a typically American scene—a secretary 
in a business office showing her recently acquired 
diamond ring to her associates. 

Obviously the picture can help sell not only the 
Saturday Evening Post but also diamond rings. 
As a service to the jewelry industry, the Post has 
made a limited number of reprints available to 
retailers at no cost. 

The reprints can be used in windows along with 


merchandise. Or they can be used for in-store 
(please turn to page 149) 
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Monarch Model ‘‘20’’ Dial-A-Pricer 
price-marks varied lines—small lots! 


Users refer to Monarch Price-Marking as “an 

absolute necessity in self-service selling.”’” Model 

“20” price-marks from dial-set bands of rubber 

NO TYPE SETTING REQUIRED! New 

settings of price (plus stock or other selling in- 

formation) are made in seconds. Get the full facts 

on how you can Protect profits . . . Create conti- 

dence . . . And make sure each sale is at correct 

rice with accurate Monarch Price-Marking. 
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SENSO LABEL... 


pressure sensitive... 

requires no moistening 
. adheres to fiat 

or curved surfaces. 


Fill out the coupon, attach to your letterhead and mail for complete information. 
¢) The MONARCH Marking System Company 
216 South Torrence Street, Dayton 3, Ohio 


I am interested in a Monarch Model 20 Dial-A-Pricer price- 
marking machine. Send me information on it—without obligation. 
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by Virginia Dizon 





Every woman loves a gift of flowers. But why not suggest 
that Mother deserves a more enduring gift with her cus- 
tomary Mother’s Day posies? Show a selection of silver 
and glass items, each filled with a flower arrangement for 
added thoughtfulness. Heart-shaped cut-outs are used 
against the background covered in pale blue fabric, with 
matching fabric-covered discs on the window floor. Pitcher, 
vegetable dish, cigarette container and casserole can all be 
used for flower containers. And a corsage might be shown 
with compact and lipstick set. Get a local florist to cooper- 
ate with you. 


Color contrast is used to make this graduation display an 
effective eye catcher. Background panel is divided diago- 
nally to provide a dark background for the white mortar- 
board hat and diploma and a light background for the black 
mortar board. The colors of your local high school or col- 
lege might be used in this way. Gift suggestions for boys 
and girls are arranged on cube elevations covered to match 
the background panels and on the window floor. Real mor- 
tar boards and diplomas can be used or cardboard cut-outs 
with real tassels may substitute if necessary. Copy card 
can be added. 


134 


Special displays 


for special days 
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© THE IMPORTANT occasions of a lifetime—gradua- 
tions, weddings, anniversaries, birthdays and the com- 
ing of new babies—are most fittingly marked with a 
gift of silver or gold or precious stones or a tiny bit of 
machinery that tells its owner the time of day. 

Everybody knows this . . . and the tradition gives the 
jewelry industry a happy edge on the springtime gift 
business. But the tradition does not mean that the indi- 
vidual jeweler can just sit and wait. 

Jewelry merchandise is offered at gift shops, dress 
shops, department stores and discount houses. Some 
idea, some emotional appeal is needed to make your 








windows tug at people’s hearts. The window should not 
be just a handsome display of your newest and most 
attractive watches, but a selection from which to choose 
a graduation gift for Jim . . . not just a pretty arrange- 
ment of silver hollowware and jewelry, but the answer 
to a really special gift for Mother. 

Gay backgrounds and gay trim and a few well- 
thought-out words and sharply focused props will give 
your windows that direct personal appeal and keep 
them from looking like illustrations from a catalog. To 
create such vibrant, gift-selling windows doesn’t cost 
much—in time or money. And it pays off. Zee 
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Radios are featured in this display the theme of which is 
... ‘She shall have music...drama...news... wherever 
shoe goes.” Simple table elevations display radio models 
suitable for different rooms in the house. Accessories indi- 
cate their location . . . kitchen model with kitchen clock, 
salt and pepper shakers and pot holder... den set with cig- 
arette box, ash trays and a book or two... bedroom model 
with picture, flowers and clock . .. porch set with potted 
plants, straw mat and a portable set for outdoor living in 
the foreground. Musical note cut-outs are scattered across 
background. 


Triangular panels in three colors or three tones of one 
color are used in a design pattern for a display of diamond 
rings. White, pale blue and dark blue would make a good 
color combination for this setup. Rings are displayed on 
cylinder elevations in matching colors and arranged in 
curves on the window floor. Copy scroll is tacked against 
the background. The blue color scheme is flattering to the 
diamonds and suggests the bridal theme, but more brilliant 
color combinations can be used as attention-getters. Tulle 
or wedding veil draperies can be placed at either side of 
the window. 
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She has faith in her future 
happiness just as she has faith in 
her favorite. magazine 
SEVENTEEN: She's just one of the 


611,000 teen-age girls who will 


get married this year. And she's 


collecting now for her hopechest 
with an eye for every last bit 
of merchandise you stock. Make 
certain she sees your merchandise 


lim) a da) baal b 
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Universal Executive Outing Set by Landers, Ee (ats 
Frary & Clark, New Britain, Conn. Contains me to. On 
two-quart vacuum bottles, each with four 
nested cups and one quart vacuum food jar. 
Leather-like case. $29.95. PLASTIC 
P IN ALL COLORS 
ug , f. PARCHMENT 





PLAIN or PRINTED 


méd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, NJ. 














Cutlery with mother-of-pearl handles by The 
Clement Co., subsidiary of Northampton Cut- 
lery Co., Northampton, Mass. Three pieces 
for $18; six for $35. Twenty-two different mod- 
els. Also serving pieces. 


ONYX-OX218-2 
19" —$26.75 








BAKELITE—PX-T2A-C 3 
2242" —$21.50 


r’s A COLOR SPECTACULAR! 
Arlen’s Dramatic, 1958 Catalog 
in Brilliant, 4-Color Dimensional Process! 


Featuring: 

Genuine, natural Onyx. 

New “Inlaid” natural, hand-rubbed Walnut 
Ww , 


’ , 
& rer-tiyTi = 


“Silver-Streak” highlighted black wood. Write or wire for 


e New designs combining gleaming ‘‘Rich-Glo”’ 
finished brass and walnut wood. 





sample 1958 Catalog, 
Prices and |[mprinting 
High-impact plastic bases; durable Bakelite bases; Plan. 

modern design Walnut wood bases; ““Marbelette”’ 

plastic bases. 


Many new figures constantly being added. 


New automatic waterproof series named 
Seashark. This watch has 18-k gold-applied 


dial and 14-k gold case. For $124 keystone. 50 Gold Street, 


ARLEN TROPHY CO., INC. 255", 





From Lucien Piccard Watch Corp., 37 W. 47th 
St., New York. 
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WORLD’S LARGEST SELECTION OF TROPHIES AND AWARDS... 
From A Sport “Oscar” to a Championship Trophy 
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ELKON CO. 


INTERSTATE DIAMOND CORP. 


DIAMONDS 


IN ALL QUALITIES AND SIZES 


Importers é&x iawn aclturers 


630 FIFTH AVENUE NEW YORK 20, N. Y. 
Circle 6-5461-3 











GRADUATION CHARMS 


vy Fisher 


Here is a beautiful line of charms and brooches 
for your spring school sales. Use Fisher’s vast 
charm line for all occasions. 

Why not have the best? They cost no more. 


Order now through your wholesaler 


Catalog on request 


J. M. FISHER CO. ¢ Attleboro, Mass. 





They're New... They’re 


Cross-design bridal ensemble from I. Roskin 
Co., Inc., 21 W. 46th St., New York. Complete 
selection of solitaires and melee-set in two 
tone, all white or all yellow 14k gold. 


Silverplated food warmer with 15-hour 
candle. 2-quart capacity. Height 10%”. To re- 
tail for $12. From Sheridan Silver Co., Inc., 
Taunton, Mass. 


“Filmosound” 16mm movie projector has 8 
in. speaker, sealed lubrication and a safety in- 
terlock that “remembers” to disengage the 
rewind gear. For $499.95. From Bell & 
Howell, 7100 McCormick Rd., Chicago. 
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Yours to Profit By 


Transistor wall clock. Designs in teak, wal- 
nut, maple or ebony with brass or enameled 
steel. Runs on batteries 14 months without re- 
placement. $50 to $70. Distributed by Van 
Dow-Fenton, Inc., 225 Fifth Ave., New York. 


From a new series of 14K-gold charms. 
Canine portraits engraved in relief. Sapphire 
or ruby eyes. For $20 each; the bracelet for 
$22. From R & Y Jewelry Mfg. Co., 125 W. 
45th St., New York. 


Initial men’s sets available with all popular 
initials. Tie bar has “floating action”; cuff 
links are electronically welded. In yellow or 
white, through wholesalers. Foster Metal 
Products. $5. 
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QUALITY 


FULL PROFIT 


COMPLETE 
PROTECTION 


Mare 


PYVili Yer ere ea) 
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A 


styled and 
merchandised 
TODAY 

to meet 
TODAY'S 

watch problems 


« 
Se . 


ae 
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for retail jewelers only! 


Exclusive Distributors in the United States and Canada 


WINTON WATCH COMPANY 


64 WEST 48th STREET, NEW YORK, N.Y. 











They're New... They're 


CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older scan ci saint malin ai Wi alia tee 
—_— patterns that are no longer avail- sterling silver mounted on gold-filled or ster- 
Gor. ling disk, and hand set with marcasites. For 
$7.50 plus tax. From Kimler & Daniel, 83 


Will also buy diamonds—any size and 
Canal St., New York. 


quality—as well as antique and modern 
jewelry. 
Reference: Dun and Bradstreet 
The First National Bank of Mempbis 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 























Bulova’s “His Excellency GW,” a 23-jewel, 
waterproof, shock-resistant yellow watch with 
six precision adjustments and unbreakable 
mainspring. “Slim as a sword.” Expansion- 
band alligator strap. $85 FTI. 








Slide projector for any transparency in 
rT ° 2”x2” mounts. Operated manually or elec- 
What are you worrying about... trically by remote control. Light-weight, die- 


it’s a Flex-Let Band! Ain’t it?” east aluminum body. With file tray, $124.50. 
Keystone Camera Co., Hallet Square, Boston. 
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sate Sze trnesaid-Fire 
Lharmand Baguette 
wohowry Settenn — GEM-on. GEM Setning 





This “Emerald-Fire” setting utilizes ba- 
guette diamonds in a gem-on-gem design to 
create the effect of an emerald-cut diamond. 
From Feature Ring Co., Inc., 130 W. 46th St., 
New York. 









For military, industrial and aviation per- 
sonnel, the Tissot 24-hour watch has a special 
dial. Hour hand makes only one revolution 
every 24 hours. $75. Holzer Watch Co., Inc., 
501 Fifth Ave., New York. 


“The Diamond Pattern,” new sterling flat- 
ware by Reed & Barton, Taunton, Mass. To 
be introduced to the public April 20. Of Italian 
inspiration. Very heavy weight. A six-piece 
place setting retails for $42.50 FTI. 
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14k Gold Frames 
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\ permanent portrait trame din 14k gold 


PHOT O SC UL rt U RE, INC, 


of Hon 
2? West 48th Street « New York 36, N. Y. 






’ 














BINOCULARS 

FIELD GLASSES 
TELESCOPES 

R. ao 

“reer BAROMETERS 

machete  MAGNIFIERS 

ncunocumeers MICROSCOPES 


7th & Chestnut St 
Kansas City, Mo 





Philadelphia, Pa 


SOUTH 
PAUL OWEN. JR 
P.O. Box 8118 

Kansas City, Mo 


WEST 


DON CARLBERG 
657 Mission St 
San Francisco, Calif 





Sold through 
Wholesalers 












Phone VI-2-3454 


12th & Walnut 


Kansas City, Mo. 






























Bidg. 
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They're New... They're 











memorable occasions ... 


“ORIENTA” Cultured Pearls 


A Colonial reproduction in mahogany case 
You can give a pearl at a time with our 


with scene of Mount Vernon in full color on 
lower panel. Hour and half-hour strike 


“START-HER-NECKLACE” GIFT PI AN Height 32”. 8-day keywound. Retail $115. 


From Seth Thomas Clocks. 
Write for Illustrated Folder 


LEYS, CHRISTIE & CO., INC. 


65 Neassew $*.. New York 


STERLING PHOTO FRAMES 
with the “7JA/LOR EV” look 








Genuine Chinese jade jewelry from Bar- 
rasso & Blasi, Inc., 31 Governor St., Newark. 
The set is in 10k or 14k yellow gold. Earrings 
for $22.50 or $27. Choker for $64.50 or $76.50. 


GRAFF, WASHBOURNE & DUNN, since 1768 


have been creating with exacting skill, single, double, triple 
photo-frames plain or engine-turned, velvet or bakelite backs 
and easels, in 49 sizes —from 34" « 44%" to 183%" x 145%" 


W rit é F or ve atalog From the new “Arpeggio” (low-priced) line 


( RAR AF 7 . WASH ASHROURN "Ni 7 VE ( DD NN of Croton Watch Co., Inc., 404 Fourth Ave., 


New York. Men’s and women’s models. Sold 
ISS WEST TOME ST AVENUE ¢ ENGLEWOOD N | through jewelers only. To retail from $10.95 
to $19.95. 
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Early automobiles featured in new Anson 
series of men’s jewelry. Choice of Model “T” 
Ford, Mercer, 1904 Oldsmobile, Dusenberg, 
Cord and Stanley Steamer. Front, back and 
side views. For $5 the set. 





Hamilton’s new 22-jewel “Fair Lady” has 
curved end ornaments and coordinated brace- 
let. Faceted crystal and easy-to-read dial. In 
10k white or yellow gold-filled case. For 
$79.50; $72.50 with a cord. 









; ae, me OF 6 My 
<- Fe ee 





coal 


Hair drier from Ronson Corp. for $14.95. 
In pink, blue or yellow. Introductory offer 
through April 30, one drier free with each 
purchase of eleven. Will be pre-sold through 
intensive advertising. 
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started from a NORDT RING BLANK 


| Bn scsi 


Here is the perfect wedding of whitest, white 
gold with rich natural yellow gold . . . crafted to 
NORDT’s exceptionally high quality . . . in new 
tapered designs exclusively yours. 


Engraving and finishing achieve rare beauty 

on NORDT’s ductile seamless wedding bands . . . 
and best of all, NORDT works with you on price 
and service to make your profit high. 


Call on NORDT for the greatest variety of 
traditional, azured, two-tone and tapered seamless 
ring blanks in all colors, sizes and guaranteed 
karat quality. 


CO.INC. 


Ced sr lor ao Nm 
~ \e 4 as _ _~ - 











| The World’s Most 


Complete Selection 
of Technical and 


sae 


TIMERS 


i'l telticl Medel) m2 elt a? 14d 








Write for the Lotest 


RACINE 
CATALOG 


Featuring Timers and 


Chronographs 


JULES RACINE & COMPANY: »< 


Speciolists in Fine Timers — Since 1890 


20 WEST 47th STREET. NEW YORK 36 















143 





NEW! crom smith & smith 
“ALL STERLING” CIGAR BOXES 


#15 — The PRESIDENTIAL — $165.00 
9” long, 614” wide, 334” high. Holds 50 cigars. Mahogany lined. 
#16 — The MAJESTIC — $142.00 
9” long, 614" wide, 244” high. Holds 25 cigars. Mahogany lined. 


MAJESTIC HAS 
DOUBLE SALES ADVANTAGE 
#16 converts to a handsome Cigarette 
Box with removable partitions 


supplied. 


smith & smith 


NORTH ATTLEBORO, MASSACHUSETTS 


All prices retail and include tax. 


Subject to change without notice. |. Manufacturers of Sterling Silver Boxes of elegance 








as 
WATCH STONES CO.LTD. ¥ 


Manufacturers of jewel-bearings for watches, 
electrical measuring devices, meters, aviation- 
and marine-instruments, etc. 


Thoune - Switzerland 





They're New... They're 


“Sculptured” emerald-cut diamond ring. 
Hand lapped. To retail for $100. From 
A. Jaffe & Son, Inc., 64 W. 48th St., New 


York. 


One of the new line of diamond hearts by 
Goldstein-Gerson Co., Inc., 126 W. 46th St., 
New York. Available in all price ranges and 
with a wide variety of style variations. Can 
be used with one stone or many. 


A gift item to introduce the new ‘Young 
Love” pattern—-smoked-glass bowl and pierced 
serving spoon. In pink-striped box, to retail 
for $4.95. Sold in units of three with display. 
Heirloom division of Oneida. 
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From Gemex Corp. this “Golden Contessa” 
expansion watchband in white or yellow 14k 
gold. Adjustable to any size wrist and to 
virtually any lady’s watch. For $45 FTI. 


to el Mis ee Ce SES: 
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Stylized modern daisy features this electric 
wall clock, one of a series from the Syroco 
division of Syracuse Ornamental Co., Syra- 
cuse, N. Y. For bedroom, dining room, play- 
room, Models from $10.95 to $19.95. 


A new square automatic, the “Incaflex Dyna- 
wind” from Wyler Watch Corp., 131 E. 23rd 
St., New York. All-steel case, luminous dial, 
expansion band. Featured in the Waterama 
group and promoted for graduations. 
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STRONGER... 
SIMPLER... 
MORE ADAPTABLE 


NEW SET-LOCK #4 






\ 
\\ 
\\ 
\ 


\ 
\' 
idee 


Curved underbezel—no filing necessary 





Pre-engraved directional arrow 
Stronger than other finding locks 
Simplest installation 

Most adaptable to all type bridal sets 
hollow or solid 

Customer-accepted push-out style 
Low prices—high quality 





aclanieliicla-te Malle Pelac aie Gola. 


WRITE FOR 
COMPLETE INFORMATION 


SETTING CO. 


155 Summit St., Newark 3, New Jersey 
CREATORS OF THE ORIGINAL FINDING LOCK 








MIKIMOTO 
CULTURED PEARLS 







K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST., N. Y. €. 36, N. Y. 


JUDSON 6 6992-3 










The “Hostess Room” occupies most of the front of the 
new Hurdle store and has 65 feet of windows which 
extend around the side. Not only the bride but the general 
shopper as well can’t miss the extensive displays of table- 


Eyes tront!— 


top merchandise when she walks back to the “basic” 
jewelry departments. The Room is proving a great suc- 
cess: it’s helping to keep volume sales of china, crystal 
and sterling away from department stores. 


or tableware 


by Rohert Latimer 


Sales jumped by one third when this jeweler opened 
a “‘Hostess Room”’ for silver, china and glass—not 


at the back, but in the front of the store 


* THE “HOSTESS ROOM” in the new Hurdle Jew- 
elry Co. store in Boulder, Colo., is not merely the 
place where the store’s hostess waits on cus- 
tomers. It serves a fundamental purpose in sell- 
ing strategy. It does this by virtue of its location: 
it’s in the front. 

Chester Hurdle’s reasoning went like this. Too 
many of his potential china, glass and flatware 
sales were being grabbed by department stores 


146 


and other competition. What was the reason? 
Could it be because his merchandise was located, 
according to tradition, in the rear? If he moved 
it up front, and put the basic jewelry departments 
in the rear, would customers mind walking back 
for diamonds, watches, watch repair and jewelry? 
He thought they wouldn’t mind at all. 

“What we did,” he says, “was simply reverse 
positions throughout, putting maximum emphasis 
on the department which formerly received far 
less attention than the basic jewelry lines.” 

The new store gave him plenty of floor space 
for trying out his idea. He not only moved the 
tableware to the front but created the “Hostess 
Room” to accommodate it. It isn’t actually a room 
but a large square area partitioned off by a 

(continued on page 148) 
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Running A Successful Sale Is An Art 


by Manny Silverman 


YOU DO NOT CALL AN 
Undertaker when you are Sick... 
YOU DO CALL THE DOCTOR! 


In the same light if you're store is sick, 

. . sick, with any one or all of the 
economic ills so prevalent in today's 
economy such as,... 


. Too much inventory. 

. Too few accounts. 

. Steadily declining volume. 

. Discount house competition. 


5. Inability to pay your bills. 


Do not try to treat yourself! We have 
been treating sick stores for many, 
many years. We have the know how, 
experience and ability to cure these 
ills. We have treated and cured hun- 
dreds of stores in the past ten years. 


Call us... We come to see you at our 
own expense . . . We analyze your 
problems and recommend the cure. 
We do not charge for our analysis... 
Only if we both agree that we can 
mutually benefit from our association, 
do we proceed further. 


In the same light if you want to retire 
or go out of business; do not call the 
liquidator. Do not accept his offer of 
50c—60c or even 90c on the dollar. 
This should be the last step, when you 
have exhausted all other means. First 
call Silverman Sales and let us show 
you our method of obtaining 100c on 
the dollar and more. 


You have worked hard and long to 
build the equity you now have in your 
business. It seems incredible to me that 
you would even entertain the thought 
of accepting so little for your many 
years of hard work, without first trying 
to find out if what we claim is so. 


We do a complete job when you em- 
ploy us. We guarantee to sell a// your 
inventory. We sell your accounts—and 


furniture and fixtures, all you have left 
is the cash in the bank, the most cash 


possibly obtainable under the circum- 
stances. Plus, you retain the good will 
and thanks of your customers. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: PLaza 7-4693 
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Mr. Hurdle’s new store is almost four times as large as 
his “old” one, also located in downtown Boulder. He is 
shown here setting up one of his new displays. 


EYES FRONT!—FOR TABLEWARE 
(continued from page 146) 


‘ 


‘screen” of redwood posts resembling the stud- 
ding of a new home under construction. This 
allows customers to look right in from almost any 
direction. In fact, if they’re on their way to the 
jewelry and watches, they’ve got to pass right 
by some 45 patterns of fine open-stock china, 25 
patterns of glassware, upwards of 50 patterns 
of sterling and plated flatware and a large assort- 
ment of hollowware, all in plain sight. 

Moreover, while the screen of posts lets people 
outside look inside, it gives an effect of privacy 
and seclusion to the hostess and her bride-to-be 
customer. There’s plenty of space inside the room, 
too. So much, indeed, that as many as eight tables 
can be set with tableware selections. 

Mr. Hurdle’s philosophy has proven itself. Since 
last July when the new layout was set up, 
sales of china, crystal and sterling have jumped 
33 per cent. And—equally important—sales of 
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This picture shows some of the “basic” jewelry depart- 
ments in the new Hurdle store. In an unusual store 
layout, they swing around the Hostess Room in a big L. 


diamonds, watches and jewelry have increased 
by the same percentage, even though those lines 
are now located in the back of the store. In De- 
cember, the store’s total volume of business was 
twice that of the previous December. 

Mrs. Hurdle is the hostess, which means that 
among other things she acts as bridal consultant. 
And she has her own very effective way of ap- 
proaching the brides. As soon as a girl’s engage- 
ment is announced, she goes to see her personally, 
like any social friend. Of course, she’s armed 
with the proper ammunition—the store’s congrat- 
ulations, booklets on the planning of a wedding 
and an invitation to visit the store, then and there, 
in the hostess’s own car! 

The girl will, of course, very promptly be del- 
uged with mail and phone calls, but this personal 
solicitation enables the Hurdle store to “get there 
fustest with the hostess.” i 
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THE ENGAGEMENT RING 
(continued from page 133) 


display on counters. Or they can be mounted or 
framed, with or without the printing, and given 
as a gift by the store to schools, churches, 
YWCA’s or other organizations. Also as black- 
and-white repros they can be used by the jeweler 
in his own advertising in school or college papers 
or local magazines—with the Curtis Publication 
Co. copyright. Finally they can be used—with 
discrimination—as a mailing piece. 

Requests should be addressed to Diamond Pro- 
motion Department, Reuben H. Donnelley Corp., 
230 E. Sandford Blvd., Mt. Vernon, N. Y. 


It's a snap... 


at $100,000! 
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Yes sir, this gown is worth $100,000— it’s all 
over cultured pearls. And the man “snapping” 
it is Irv Golland, manager of the camera section 
of Steller’s shopping center branch on Milwau- 
kee’s northwest side. 

Mr. Golland is not the only one who snapped it. 
Steller’s ran an ad in the Milwaukee Journal, 
headed. “Have you ever seen a $100,000 dress?” 
All who were interested were invited to come in 
with their cameras and take their own candid 
shots. 

The store had borrowed the fabulous gown 
from its creator, Imperial Pearl Syndicate, and 
the three best pictures taken procured for their 


“snappers” Imperial Pearl prizes — an earring | 


set, a necklace, and a ring. 

The promotion, Steller’s reports, was highly 
worth while. Hordes of visitors came in and 
many impulse sales were made. 
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YOU GET SO 
MUCH... 





JUST THINK —72 DOZEN 
HIGH QUALITY COTTON FILLED 
JEWELRY BOXES 
864 of them—all for only $49.75. We offer 3 gross 
No. 106 (2-15/16 x 1-15/16 x 7/8), 1 gross No. 80 
(3-1/2 x 3-1/2 x 1-1/4), 1 gross No. 11 (5-1/4 x 3-3/4 
x 1), 1 gross Bead (7-5/8 x 1-5/8 x 15/16). How 
else can you enhance your merchandise so well 
for so little cost? You save $11.95 from our regular 
catalogue prices on this SPECIAL OFFER No. 4. 
Your choice of Silver White, White Modern, Cop- 
pertone Combination, and Ivory. 


Special Offer $49.75 


Use Order Coupon Below 


PICTORIAL PAPER PACKAGE CORP. 


232 So. Lake St. Aurora, Ill. 
15116 Merchandise Mart Chicago, III. 


SPECIAL. OFFER No. 4 


Please send 864 cotton filled jewelry boxes 
Regularly $61.70 Special offer now $49.75 


Color choice 





Name 








Address 












Now —- Royal Worcester Bone China 


Meets Your Every Selling Requirement! 


BLUE MEDALLION 
ai.-e 


SEPTEMBER 


19.75 


BRIDAL WREATH 
a1:72 


PRICES SHOWN ARE RETAIL FOR 5-PIECE PLACE SETTING 


| RI C E eeeececees Royal Worcester now offers a wide selection of 
distinguished new patterns in all popular price 
ranges from the very modest on up to the ulti- 
mate in luxury merchandise. 


PROFIT...... You receive a full 50% discount on orders of as 
little as 16 place settings in multiples of 4 place 
settings of a pattern or patterns. On smaller 


orders, a still highly profitable 45 per cent. 


PATTERNS. Designed specifically for the American taste, and 


thoroughly pre-tested for consumer preference. 
All this plus the matchless, translucent Royal 
Worcester bone china body—whitest of white! 








IMMEDIATE DELIVERIES FROM U.S.STOCKS 


Mationally advertised Kil Wrtuler 


in Full Color in the magazines LONDON WORCESTER. ENGLAND NEW YORK 
FINEST ENGLISH BONE CHINA... SINCE 1751 


The Worcester Royal Porcelain Co., Inc. 
11 East 26th Street, New York 10, N. Y. 


your best customers read and live by. 
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“Athena” pattern in English bone china has rim 
of either celeste blue or sandalwood, gold edge 
band decorated in Greek Key design; 5-pc. setting, 
$24.75 retail. Worcester Royal Porcelain Co., 
New York. 


ebeidghatieidindk bine th, natin diac Ate LE 


Delicate brown branches and stylized flowers in 
light gray-blue on rim of plate with platinum edge 
—the “Inspiration” pattern; 5-pc. setting retails 
for $12.95. By Syracuse China Corp., Syracuse, 
N. Y. 





Just introduced—“Charmaine” pattern in china 
dinnerware has delicate blue flowers centered with 
turquoise dots, platinum edge; 5-pc. setting retails 
for $19.95. By Lenox, Inc., Trenton, N. J. 
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“Provincial” design on early Spode Gerard shape 
is printed in brown with a transparent brown wash 
giving lustre-like effect; 5-pc. setting retails at 


$11.30. Copeland & Thompson, Inc., New York. 






“La Serre” border design has gray petals with 
light blue and white centers, sprays in muted olive 






and gray, circled with gold edge line; 5-pc. set- 
ting, $19.95 retail. From Haviland & Co., Inc., 
New York. 
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New stemware design in crystal from Sweden has 
slightly flaring bowl, button in stem; all sizes 
retail at $21 a dozen excepting iced tea which 
retails at $24. From D. Stanley Corcoran, Inc., 
New York. 






(Please turn to page 155) 
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Pre-tested and pre-destined to be one of 
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America’s Most Popular Sterling Silver Patterns! 


NE VV 
RY LOVE 


in Wallace Sterling 





In pre-testing ... your customers picked the ““My Love” pattern! 
Here’s why : 

“Looks rich as sterling should.” 

“The design is just right... not too fancy, not too plain.” 

‘Perfect for all occasions!” 


Here’s how: 








Wallace Silversmiths created four new 
designs and presented them to a nation- 
ally recognized independent research 
organization. Then two consumer tests 
were conducted. 


Test No. 1: matched the four designs 
against each other. The ““My Love” de- 
sign was the overwhelming first choice 
of the women interviewed. 


Test No. 2: matched the “My Love” 
design against the industry’s best sellers. 
Again, ““My Love” emerged as the pop- 
ular choice. 


Your customers named it ‘‘My 
Love.” Not deliberately, of course, but 
so many said “I love this pattern . ...” 
“This pattern is my love,” that the name 
was a natural! 


Wallace launches “My Love’”’ with 
17 full-page ads in 3 months! 
Advertising for “My Love” will be seen 
by all your best customers. Teenagers 
will see it in Seventeen and Miss. Young 
women in Charm, Glamour and Made- 
moiselle. Homemakers in House Beau- 
tiful. And brides in Bride’s Magazine, 
Modern Bride and Bride and Home. 


Cash in with an extra special adver- 
tising allowance from Wallace! 

Get the extra big advertising allowance 
Wallace gives you to launch “My Love.” 
Stock “My Love,” display and promote 
it in your windows .. . in your local 
advertising. Remember, it’s the one new 
pattern that’s been scientifically pre- 
tested ... . that is pre-destined to be the 


big new seller in sterling today! 


WYW/ALLACE 
SIVMERSMIT HS 


At Wallingford, Conn. ... since 1835 








WW 
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SYRACUSE through 


the time merrier 


now orders shipped with "SPEEDI-PAC” delivery 
within 72 hours 


SYRACUSE delivers the goods in good time to save your 
hot prospects and the profits that used to get away! 


You get top priority on Speedi-Pac orders for the ten best- 
selling Syracuse Fine China patterns in 45 and 20 piece sets, 
for every Carefree China pattern in 44 and 16 piece sets. Sets 
are made up of the most wanted pieces! 


Not for a select few, SPEEDI-PAC is for you—for all retailers—at no extra 
charge. How’s that for action instead of sweet talk and promises! 


Break through to higher china figures. 
Send for special SPEEDI-PAC order blanks... fast. 


ALL PURPOSE ¥ TRUE CHINA W gy, 


SYRACUSE CHINA + SYRACUSE 1 + NEW YORK 
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This heavy crystal decanter by Ekenas, of 
Sweden, is deeply hand-cut and polished; it has 
a capacity of 32 ounces and may be retailed for 
$15. Made exclusively for Bertson House, Ltd., 
New York. 





On newly-styled fluted shape in English bone 
china, “Millefleur” pattern of gray and turquoise 
flowers with dots of raised enamel; 5-pc. setting 
retails at $19.95. From Doulton & Co., Inc., 
New York. 








New tall-stemmed shape in crystal stemware is 
decorated with hand-done gray cutting, “Carou- 
sel”; stemware and 7-in. plate retails at $3.25 
each; 8-in. plate, at $3.50. By Fostoria Glass Co., 
Moundsville, W. Va. 
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New “Citation” pattern in Fairwood China by 
Schoenwald, Bavaria, shows abstract border done 
in gold; five-piece plate setting may be retailed 
for $17.75. Imported by H. E. Lauffer Co., Inc., 
New York. 





“Wild Rose” pattern, a swirl of roses and leaves, 
appears on Impromptu line of cook, bake and 
serve china; the 16-piece starter set may be re- 
tailed at $18.95. From Iroquois China Co., Syra- 
cuse, N. Y. 
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Based on the art of the Italian Renaissance, this 
“Florentine” border pattern is done entirely in 
gold on English bone china; 5-pce. place setting 
$34.75 retail. Josiah Wedgwood & Sons, Inc., 
New York. 
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by Rosanne Amberson, 


Amberson Associates, New York 
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Set yourself up for more sales by knowing 


the complete story of table styling 


The information on these pages presents a simple code of 
rules for correct table-top styling which may be of value 
to you in servicing your customers. This summary is the 
result of 18 months of intensive research. Basically, these 
are the facts about table styling that are being taught in a 
thousand home economics classes today. 


When a woman sets her table for her friends or family, 
her taste, ingenuity, social know-how and talents as a 
hostess are on display—and she knows it! That’s why so 
many of your customers today want professional guidance 


in creating artistic and creative table settings that enhance 
the decor of their homes. 


Ideally, your customer should start her table setting 
selections, at the sterling silver counter. Sterling has a 
longer life expectancy than any of the other table acces- 
sories. Sterling never wears out. Never breaks, chips, 
stains or fades. You will find it easier to sell more sterling 
—and china and glass as well—if you will help your 
customers put all patterns into the basic degree-of-differ- 
ence categories listed on the right. 
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PLAIN PATTERNS—These are the perfectly simple designs 
which gain beauty from line and form. They may be com- 
pletely traditional or smartly contemporary. In sterling 
silver, beveling or soft molding may be the only note 
of ornament. In china, the plain patterns usually feature a 
single all-over color and texture. In glass, the only touch 
of decoration may be found in the stem of the goblet. 


DECORATED PATTERNS— These patterns move up one step in 
degree of decorative ornament. First emphasis is still 
placed on shape and line, but a decorative detail or motif 
is added to strengthen or accent line. In sterling silver, 
the ornament often accents the border, or a simple deco- 
rative motif may be featured on the handle. In china, the 
simplest of decorations, the band, often outlines the rim. 
Band may be narrow or wide—of metal, color or both. 
Or, border may feature a floral motif with or without 
decoration in the center. Floral designs may also be used 
as a single ornament or widely scattered all over each 
piece. Decorated patterns in glass may feature a bright 
rim of metal, wreath-like bandings, light-catching thumb- 
prints, or any number of other simple motifs. 


HIGHLY DECORATED PATTERNS—Orament increases in 
this pattern grouping. Plain surfaces begin to disappear 
as decoration covers larger areas. In sterling silver, this 
elegant, aristocratic group is usually inspired by classic 
motifs and captures the flavor or fashion of a period. 
In china, all-over patterns are less widely scattered, and 
motifs instead of being just pretty and graceful often have 
elegance. Glass patterns are distinguished by interesting 
etchings and gem-like cuttings. 


ELABORATE PATTERNS—Here ornament—rich, sometimes 
lavish—steals the show from shape and line. In silver, 
graceful modeling, details that simulate fine carving, a 
wealth of crisply-cut decorative motifs, all bring out 
active lights of the shining metal. In china, all-over patterns 
entirely cover the plate, sometimes pictorials, sometimes 
flashy florals, often with a glint of metal. In glass, etched 


designs with intricate traceries and ornate cuttings. 


General Rules 


After you help your customer understand the different 
pattern categories, you will find that the following simple 
rules will prove helpful to her: 


1. USE PLAIN WITH PLAIN— This is the safe and sure com- 
bination. Let color on the table introduce a dramatic note 
to relieve the simplicity of the silver, china and crystal. 


2. INCLUDE ONE PLAIN ELEMENT in an elaborate setting. 
Too much pattern is confusing and disturbing. 
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3. MATCH IN THE SAME MOOD—Forma! patterns usually 
go better together than formal with informal and viee 
versa. In determining which patterns are “formal” and 
which are “informal”, the following can serve as a guide: 
Formal implies dignity and elegance. Highly decorated 
or elaborate silver, china and glass are more apt to be 
formal, and designs are usually symmetrical. In china, 
where color enters, tones are soft and subdued or full 
and rich—rarely vivid—often with a gleam of metal. 
And in both china and glass, look for thinness. Informal 
describes gay, less elaborate, sometimes whimsical pat- 
terns. Silver, china and glass may feature asymmetrical 
motifs or shapes. China and glass are apt to have a 
sturdier, thicker look and perhaps sharper colors. 


4. AVOID MIXING BOLD AND DAINTY 
5. REPEAT PATTERN, BUT WATCH OUT FOR MONOTONY 
6. PLAY UP A DOMINANT STERLING PATTERN—And 


play down china and glass designs when silver has a 
beautifully strong motif which merits spotlight attention. 


Background Materials 


Like the scenery on a stage, background materials give a 
new depth of beauty to sterling, china and crystal in the 
table setting. Choice of texture, for instance, helps deter- 
mine the mood of the setting. For casual tables, the 
rougher, heavier weaves are most appropriate. For formal 
tables, the smoother, finer textures are best. 


COLOR— Harmonize background with the china, possibly choos- 
ing background color from the pattern. And remember 
that blues of every kind do wonderful things for sterling. 


PATTERN—Character is built into the table setting with pat- 
terned appointments. But, when the background is pat- 
terned, plainer patterns in china and glass are best. 


DECORATIVE ACCESSORIES—To give that final finishing 
touch to the table setting, add decorative accessories such 
as flowers, figurines, candlesticks or candelabra—not too 
many—just a few very carefully selected pieces to 
harmonize with other appointments in color and style. 


This advertisement is published in the interest of sales-education by 
The Gorham Company, Providence, R. I. Free reprints available. 


For sales-training or for use with women’s clubs, Gorham has avail- 
able a 20-minute color slide-film and sound record, and an attractive 
8-page booklet— both on the subject of ‘What Goes With What” in 
table-top styling. Film, record and 100 booklets, $6.00. 
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by MADELINE LOVE 


NOTHER ELABORATE TABLE-SETTING display has 
been staged by Tiffany. It started early 
in March for a four-week period and in- 

cluded tables set by 11 of New York’s leading 
decorators. In the store’s own words, the settings 
exhibited “ideas which any woman can utilize 
to dress up her own table, together with ideas 
of complete fantasy to delight and amuse the 
spectators.” 

Participating decorators used the store’s lines 
of silver, crystal and china. In most cases they 
brought their own centerpieces, furniture, linens, 
rugs, accessories and props to work out their 
ideas. 

James Amster, for instance, supplied an 18th- 
Century Chippendale table and Italian Directoire 
chairs. From the store’s supplies he selected 
Royal Worcester “Snowflake” cream soups, green- 
leaf pattern Grosvenor plates and Val St. Lam- 
bert crystal. These combined into an “Easter 
Luncheon for Six” setting. A boxwood “nest” 
was filled with jewel-studded Easter Eggs as a 
centerpiece. 

A “Springtime in New York” table was set by 
Mrs. Sarah Jackson Doyle. She used dark green 
ivory-and-gold Spode plates, classically simple 
silver and delicate Lobmyer crystal. The center- 
piece was a silver epergne filled with Easter lilies. 
Sterling accessories completed the setting. 


“Midnight Supper for a Star” was done in 
orange and pink. It was prepared by Melanie 
Kahane and consisted of Royal Worcester and 
Nymphenberg china, Val St. Lambert crystal and 
vermeil flatware. The table was set under a pavil- 
ion of shirred pink marquisette with an orange 
felt carpet. 

Spode’s “Rhine Scene” china was used by Mrs. 
Henry Parish II. Her table was called “Picnic 
for a Sunday Painter.” It was all done in blue 
and white with wicker. A feature was a Laurance 
Tompkins still life of hard-boiled eggs in a round 
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wicker basket. On the table beside the painting 
was an actual reproduction in exact detail. 

William Pahlmann did a “Tea Party in a Sum- 
mer House” setting. He used antique bamboo 
furniture in a summer house of lemon yellow 
latticework. On the table was Spode’s “Lune- 
ville’ earthenware, its rose and green colors re- 
peated in the tablecloth and chair seats. Yellow 
mimosa and green artichokes formed the center- 
piece. 

A “Maryland Hunt Cup Luncheon” table set- 
ting was done in yellow and green by William 
Baldwin. Mimi Rand did a sea-food dinner table 
using all crystal on a shocking pink cloth printed 
with life-sized lobsters. A “Supper for Two” 
table was set by Sarah Hunter Kelly in Chinese 
black, gold and red; she used vermeil plates, 
coffee set and water pitcher, Minton coffee cups 
in red and gold, and cut crystal from Val St. 
Lambert. An eight-foot-long swan boat was the 
setting for a “Supper for Two” done by Stephen 
Mallory and James Tillis. A small round table 
was covered with sea green and set with Anglo- 
French plates in a gold-and-white design. An il- 
lusion of the sea was painted in a backdrop and 
under the boat. 

Mrs. Russell Davenport’s two tables were set 
for a picnic under a gay umbrella. They were 
done in a melange of purples, mauves, reds and 
orange. Brilliant Italian pottery plates were used 
on the tables. Valerian S. Rybar set a sumptuous 
18th-Century table with Anglo-French chinoiserie 
plates, German crystal and vermeil accessories. 


Spore AND FALL trade shows to be held 
under the direction of George F. Little Man- 
agement inciude: the New York Stationery Show, 
to be held May 18 to 23 in the New Yorker Hotel; 
New York Lamp Show and Home Furnishings 
Accessories Show, July 6 to 11, in the New Yorker 
Hotel and Trade Show Building; National China, 
Glass and Tableware Show, July 13 to 18, in the 
New Yorker Hotel; Washington Gift Show, -July 
20 to 23 in the Hotel Willard; Chicago Gift Show, 
Aug. 3 to 14 in the LaSalle Hotel and Palmer 
House; New York Gift Show, Aug. 24 to 29 in 
the New Yorker Hotel and Trade Show Building; 
Boston Gift Show, Aug. 31 to Sept. 4 in the Hotel 
Statler; Philadelphia Gift Show, Sept. 28 to Oct. 
1 in the Hotel Benjamin Franklin. 

At the Chicago Merchandise Mart, the Inter- 
national Home Furnishings Market is set for 
June 16 to 29, and the China, Glass and Gift 
Market from Aug. 3 to 15. The Southeastern 
China, Glass and Gift Show will be held July 20 
to 23 in the Municipal Auditorium and the Bilt- 

(please turn to page 160) 
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STERLING SILVER BABY GOODS 
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craftsmanship and quality at a price “set for sales,” is sure to 
prove Webster can be your leader in volume and profit. 
Ask your Webster representative to show you these 
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WEBSTER SILVERSMITHS 
North Attleboro, Mass. 
SALES OFFICES 





Haverhill, Mass. Chicago, Ill, 
New York City, N. Y. Dallas, Tex. 
Spartanburg, S. C. Berkley, Calif. 





BABY GOODS « DRESSERWEAR * HOLLOWARE * NOVELTIES * TABLE GOODS 














THE FINE ENGLISH 
DINNERWARE 


Spode 


Bridal Rose 
Bone China 


Ride the trend toward traditional for the new 
“age of elegance.” Spode is already there with 
patterns of time-tested appeal. 


Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, New York 


IN STOCK IN NEW YORK 








Koval Houlton 


means leadership 


Shown, Coronet, 5-pe. setting, $17.95 retail 


Royal Doulton leads the field . . . in design, in 
advertising, in sales. The first English china 
company to design for the American market, 
Royal Beulen has the biggest advertising 
budget . . . is tops in bone china sales. All of 
which means a greater profit potential for you 
Watch for Rout Doulton advertising in BETTER 
HOMES & GARDENS, HOUSE & GARDEN, HOUSE 
BEAUTIFUL, LIVING FOR YOUNG HOMEMAKERS, 
BRIDE'S MAGAZINE, BRIDE & HOME, THE NEW 
YORKER, HOLIDAY and SEVENTEEN. 


DOULTON & CO., INC., 11 EAST 26TH STREET, NEW YORK 10, WN. Y. 
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CHINA, GLASS & GIFTWARES (from page 158) 


more Hotel in Atlanta, Ga., and the NHMA Na- 
tional Housewares Exhibit is scheduled for July 
7 to 11 in the Atlantic City Auditorium. 

In the Far West, the Western Merchandise 
Exhibitors Association has announced these sum- 
mer shows: Furniture, Lamp and Accessories 
Show, July 20 to 25 in San Francisco’s new Ex- 
hibit Hall; China, Glass, Gift, Jewelry, Toy, 
Stationery and Housewares Show, Aug. 3 to 6 
in the Civic Auditorium, Sheraton-Palace and 
St. Francis Hotels, and the Western Merchandise 
Mart, San Francisco; Portland Gift Show, Aug. 
10 to 13 in the Public Auditorium, Plaza and 
Benson Hotels; Seattle Gift Show, Aug. 17 to 20 
at the Civic Auditorium, Olympic and New Wash- 
ington Hotels, and the Terminal Sales Blidg.; 
Spokane Gift Show, Aug. 24 to 26 in the Daven- 
port Hotel. 


HIS ENGRAVED CRYSTAL candy jar from the 
Kosta factory was recently presented to Presi- 
dent and Mrs. Eisenhower as a gift from the 
people of Vaxjo, Sweden. The jar was brought 


back to this country by a group of 50 “Junior 
Diplomats” who had gone to Sweden for a two 
weeks’ visit. It is engraved with covered wagon 
and Indian designs. 

Kosta glassware is imported to the United 
States by the Ebeling & Reuss Co., of Philadel- 
phia. 


ENSLEIGH C. WEDGWOOD, president of Josiah 
Wedgwood & Sons, Inc., has announced sev- 

eral changes in the sales staff. H. E. Gervers, 
who has been with Wedgwood for 20 years, most 
recently covering the East Central states, has 
been appointed manager of the new West-Coast 
branch office in San Francisco. His former terri- 
tory has been taken over by Swift C. Barnes, who 
will travel New York, Pennsylvania, Maryland 
and Delaware with the exception of some major 
cities. Robert M. McGarty is the new sales rep- 
resentative for New England, with Boston, 
Springfield, Providence, Hartford and New Haven 


retained by Harry Leyland. F. A. Riddell, of 
(please turn to page 162) 
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These are made by the justly famous Keramos of Vienna and each is truly a work of art. 
The exquisite modeling, delicate. authentic coloring is beautifully enhanced by a rich glaze. 
\ collection for the connoisseur to retail from 310.00 to $18.00 each. 


He urge vou to see this complete line of birds and animals when visiting our showroom or 
when our salesman is in your vicinity. 
¥ _ % v 4% | ¥ 
EBELING & REUSS CO. 
ESTABLISHED 1886 
Main Office: 707 Chestnut Street, Philadelphia 6, Pa. 


Showrooms: 


NEW YORK 10 CHICAGO 54 PHILADELPHIA 6 LOS ANGELES I4 DALLAS | 
225 Fitth Avenue 1557 Merchandise Mart 707 Chestnut Street 527 West 7th Street Merchandise Mart 


Warehouses: Philadelphia, Pa., Pasadena, Calif. 
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CHINA, GLASS & GIFTWARES (from page 160) 


Denver, will cover Colorado, New Mexico, Utah 
and Wyoming. A newcomer to this side of the 
Atlantic is Fred de Costabodie, who has come 
from the parent company in England to join the 
Canadian office. 


HE SILVER CITY GLASS CO., of Meriden, Conn., 

manufacturer of sterling silver-on-crystal ac- 
cessories, has added Mississippi and Western Ten- 
nessee to the territory already covered by James 
Lancaster, of Tyler, Tex. These states include 
Texas, Arkansas, Oklahoma and Louisiana. Al- 
bert G. Eckerdt, of Denver, has been appointed 
to cover the Rocky-Mountain area. 


NEW SWEDISH GLASS IMPORT FIRM called Gil- 

beyglasses, Ltd., has been formed in New 
York, with sales offices at 333 West 56th St., and 
John R. Pluchino as vice-president in charge of 
sales. The new firm is a subsidiary of W. & A. 
Gilbey, Ltd., British distillers and wine mer- 
chants. The new line of stemware is designed 
around the original sampling glasses used by 
Gilbey tasters for over a century. R. Stennett- 
Willson, British designer, created the line, which 
includes wine, cocktail and liqueur glasses. 


fp 
PACTHIG Silvercloth 


brightens your Sales Picture! 


CC W. PLANJE, president of Gladding, McBean & 
* Co., Los Angeles, has announced the comple- 
tion of long-term agreements with two manufac- 
turers of Japanese china to produce ceramic din- 
nerware for his firm. Gladding, McBean is the 
manufacturer of Franciscan china and earthen- 
ware. One of the Japanese factories, which pro- 
duces Noritake china, will make a line of fine 
china dinnerware for the California company. The 
other, which makes Kokura Ware, will produce 
a line of stoneware dinnerware. Both of the new 
lines will be designed by Gladding, McBean, and 
they will be marketed under the Franciscan trade- 
mark. It is expected that they will be ready for 
the market within 18 months or two years. The 
Japanese factories will continue making their 
respective wares for the United States under their 
own trademarks. 


ENOX, INC., china manufacturers, has been 
i; awarded a Treasury flag for its participation 
in the United States Savings Bond payroll-deduc- 
tion plan. Mrs. Ivy Baker Priest, Treasurer of 
the United States, made the presentation at 
Lenox’s Pomona, N. J., plant. Taking part in 
the ceremony were Norman McCullough, plant 


manager, and Leslie Brown, president of Lenox, 
(please turn to page 164) 





Because your silver customer knows that Pacific Silvercloth 
is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing...insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, 
chests and by-the-yard . .. it’s the silver cloth she will ask for. 
Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 
Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 

with their silverware ...adds more profit to your sales. 


See your supplier about the Pacific Silvercloth Cooperative Advertising Plan 
PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 


This Monarch Silver Chest 
by Eureka lined with 
Pacific Silvercloth 


Dept. SC56, 1430 Broadway, New York 18, N. Y. 
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WIN A TRIP TO ITALY 
REED « BARTON 











| WINDOW DISPLAY CONTEST FOR 
THE DIAMOND PATTERN 


THE MOST ADVANCED STERLING OF OUR GENERATION 
























Ist Grand Prize —Free 10 day round-trip for two to 


Italy —all expenses paid from your home town until 
your return. You'll visit Rome and stay at the famed 
Excelsior Hotel. You'll tour the picturesque lake 
country of Como, staying in Milan at the Hotel Principe 
é Savoia. And you'll stop off in San Remo, the beautiful 
Italian Riviera resort town. Think of this marvelous 
holiday! Your flight, back and forth across the Atlantic, 
will be in a luxurious Alitalia DC-7C. 


2nd Grand Prize — Complete service for 8 in “The Dia- 
mond Pattern”’, a $450 value including essential serving 
pieces and the handsome Diamond Silver Chest. 
3rd Grand Prize—A service for 4 in “The Diamond 
Pattern”, a $250 value that includes essential serving 
pieces and handsome chest. 

PLUS 16 Group Prizes of “The Diamond Pattern”! 
Send for entry blank TODAY! Write to Reed & Barton, 


Taunton, Mass. Attention: Sales Promotion Dept. 
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To Italy and back in Alitalia’s DC-7C, 
De luxe, de luxe service. 









FRANCONIA CHINA 


One of Europe’s Finest 
INTRODUCING ... “RHYTHM CLASSIC" 


A gracious rim shape in pure white translucent porcelain edged 
with gold and beige bands and accented by a Gold link-chain 
border run through with an Ivy Leaf vine in rich brown. 
5-pc. place setting with 10!/." dinner plate: $15.00 Retail 
(slightly higher South & West) 


39-41 West 23rd St. | 


HERMAN C. KUPPER, INC. New York 10, N. Y. 








Use the 
Jewelers Circular 
Keystone 
Classified Section 
for immediate results 


in Finding a Job, 


Looking for Help 
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who is also vice-president of the New Jersey 
Savings Bond committee. The flags are awarded 
to plants where 50 per cent or more of the em- 
ployees are purchasing bonds. 


Tags & REUSS co., Philadelphia china and 
glass import house, has leased the United 
States Rubber Co. building at Fifth and Locust 
St., and will occupy the new site sometime this 
spring. The building is a three- and five-story 
structure of 75,000 square feet with an adjoining 
parking lot; it will be used for a showroom, of- 
fices, and warehousing. Ebeling & Reuss have 
occupied their present quarters at 707 Chestnut 
St. for more than 40 years. 


AMDEN HALL, INC., of New York, is now the 

United States distributor for Webb Corbett, 
Ltd., makers of English crystal. Camden Hall is 
also importer of Coalport and Royal Cauldon 
English bone china. 


HIS GROUP, photographed at the recent open- 
ing of the new Jackson Internationale show- 
rooms at 225 Fifth Ave., New York, includes, left 


to right, George Cramer, of Tiffany & Co., New 
York jewelers; Dian Flack and Mrs. Pat Guinan, 
of Bride & Home Magazine; and Letitia Baldrige, 
of Tiffany’s. 

The showrooms, which occupy part of the 
ground floor of the building, were designed by 
Paul McCobb. White and turquoise are the domi- 
nant colors; many-tiered display fixtures are 
strategically placed throughout the main floor 
and the balcony. Here are shown the lines of 
American-made Jackson china; Royal Albert bone 
china and British Anchor pottery, from England; 
Afors glass, from Sweden; and Val St. Lambert 
crystal, from Belgium. 

Mr. McCobb, a well-known industrial designer, 
has been retained by Jackson as a design con- 
sultant. The first of his new designs are expected 
to be available early in the summer. Other 
changes in the company’s organization include the 
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#1165 plate about 
$13.50 retail 


Only Silver City Sterling on Crystal gives you 
guaranteed quality plus full mark-up on such a 
wide selection of patterns and pieces. Write 
today for new catalog of modern and traditional 
designs from $3.50 to $22.50. 


~Y a 


SILVER CITY GLASS CO., INC., MERIDEN, CONN. Sp Ci, 




















cand nothing but the truth 


Witness the case histories of many manufacturers who send their refinings to 
Handy & Harman for the first time and then compare the value we've re- 
covered against previous returns for similar lots. 


It’s what you want and get... true value, honestly returned. Send your next 


lot to your nearest HANDY & HARMAN tefining station and compare. 





Bridgeport | - Chicago 22-1900 West Kinzie Street - Los Angeles 63—3625 Medford Street - New York 38—82 Fulton Street - Providence 3—425 Richmond Street - Toronto, Canade—141 John Street 





promotion of George Rotner to the assistant sales 
managership. His sales territory will be taken 
over by Michel Razook. Shelley Marks, will cover 
Missouri, Indiana and Illinois, assisted by Stanley 
Eisner. Mr. Marks was formerly with Georg 
Jensen, in New York. 


ETLOX MFG. CO., Los Angeles earthenware fac- 

tory, has bought five of the most popular 
patterns as well as master molds, presses and 
design equipment from Vernon Kilns, which re- 
cently retired from the dinnerware business. Pro- 
duction and orders were turned over to Metlox in 
mid-February. Plans are to operate the two lines 
of dinnerware separately, with “Vernonware by 
Metlox” as one division. Most of the former 
Vernon sales force has been retained by Metlox, 
according to Edward Montagne, sales manager. 


DESIGN CENTER for Interiors, similar to Lon- 

don’s Design Center for British Industries 
and Copenhagen’s Permanent Exhibition of Dan- 
ish Arts and Crafts, will be opened April 28 at 
415 E. 53rd St., New York. Manufacturers of 
decorator-grade home furnishings, including 
lamps and accessories, will have their individual 
exhibits. Nothing will be sold at the booths, but 
the public will be invited to come and inspect. 


Tom Lee, well-known designer, is in charge, 
backed by an advisory council composed of fa- 
mous names in the interior design field. Zan 





They just can’t miss these clocks 


The Jordan Marsh Co., department store of 
Boston, didn’t want their clocks out of reach of 
their customers. So they devised these two-sided 
pegboard stands to bring them right into the 
center of a main aisle. Now shoppers stop to in- 
spect them at close range—and many of them buy. 





World’s Finest 
Liquid Silver Polish 


by 


C teF bli sii 
World’s Gorhan 


Leading Silversmiths 
Simplifies the care of fine silver . . . 


SILVERSMITHS 
POLISH 


e IN THE HOME ¢ AT YOUR COUNTER 


THE SPEEDIEST...EASIEST... SAFEST 


POLISH AVAILABLE. 


KIND TO SILVER, GENTLE TO HANDS. 


MINIMUM ORDER SHIPMENT 
PREPAID 4 DOZ. 


4 DOZ. 16 OZ. BOTTLES 


“SQUEEZIE”’ 
POLY-TUBE 
S9c RETAIL 


Go hr am 


4 DOZ. 8 OZ. SQUEEZIES 
Attractive prices available in quantity purchases. 


16 OZ. 
ECONOMY 
GLASS BOTTLE 
$1.00 RETAIL 


PROVIDENCE 7, R. 1. 
AMERICA’S LEADING SILVERSMITHS SINCE 1831 
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THE WORLD'S DIAMOND CAPITAL IS FEELING THE PINCH of the current U. S. recession. 
About 80 per cent of the DeBeers Syndicate diamonds are bought by America, 
and thus reverses for us are reverses for Antwerp. Nearly a quarter of the 
city's 15,000 diamond workers are in various states of unwork. 


U. S. IMPORTS OF CUT DIAMONDS LAST DECEMBER dropped 8 per cent in carats and 
7 per cent in value from previous December. Rough, uncut imports fell 45 per 
cent in carats and 53 per cent in value. 


THE AMERICAN GEM SOCIETY HAS SET UP A SERVICE BRANCH to offer members business and 
professional help not available from the parent group. AGS Service Co. hopes 
to enhance AGS‘ valve to present members, and to strengthen its appeal to 
non-members. 





RJA WILL SPONSOR "FUN NIGHT" IN NEW YORK AND "NIGHT IN PARIS" IN CHICAGO to help 
draw a record number of jewelers to their big conventions and trade shows 
this year. Chicago event, for July 27-31, has already scheduled 125 exhib- 
itors, expects more than 4000 retailers to show up. Registration badges will 
be mailed shortly before the conventions, to ease opening-day confusion. 


AMERICAN CHINA MAKERS JOIN THE GROWING LIST OF WOUNDED jewelry industry manu- 
facturing groups asking Washington for tariff and quota curbs on imports. 
E. L. Torbert, speaking for the American Fine China Guild, told the House 
Ways and Means Committee of the "almost incredible situation" by which 


foreign producers have captured over 90 per cent of the U. S. fine china 
market. Guild represents six major U. S. china producers. 


TORBERT BLAMES "CARELESS AND PARTIAL INTERPRETATION" of trade legislation 

by lawmakers for his industry's plight. "The tariff on china fixed by the 

Act of 1930 was little or no deterrent to foreign makers," he said. "None- 
theless, our government has whittled or slashed that inadequate protection 
on 14 occasions--most of them since 1948!" 


ENTER AGAIN THE JAPANESE. "In 1956," Torbert claims, "Japanese ware imported 
into the U. S. was ten times that of our domestic production. Imports of 
Japanese china alone represent displaced employment in this country of more 
than 11,000 persons." He urged lawmakers to impose definite quotas. 








POSSIBILITY THAT MIDDLE=-PRICED WATCHES MAY SOMEDAY BECOME EXTINCT, being replaced 
by vastly improved one-jewel models, is seen by Emil Radelfinger, execu- 
tive of Basis Watch in Tecknau, Switzerland. Radelfinger points out that 
low-price watch exports have grown from only 10 per cent of Swiss output in 
1954 to 35 per cent last year; believes that this year one-jewel watches 
will account for 50 per cent of Swiss exports. 


REASON, HE SAID, IS BETTER QUALITY, MORE FASHION, SAME PRICE. Basis, 

he said, has self-winding, shock resistant, automatic one-jewel watches, 
with the fashion features of higher priced movements, to sell for $15.95 

to $17.95, and a full ball-bearing system “virtually identical to similar 
Systems employed in lever movements, but manufactured at a mere fraction of 
the cost. Basis, which produces about 20 per cent of one-jewel movements 
exported to the U. S., expects the improved technology trend will be fol- 
lowed by its 35 to 40 competitors. 





THE ENTIRE 200-STATION NBC NETWORK WILL SALUTE "STERLING SILVER WEEK" on ""Monitor" 
Saturday April 12 and Sunday April 20. In addition, "Monitor" will feature 
five-minute sterling presentations four times every Saturday through May 3l. 
Spot schedules over other radio stations are carrying "Sterling Is For 
Now" messages every day. 
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MAKE THIS TIE-TIE BOW... 





® 


GIFT WRAPPINGS 
...for resale! 
...for store use! 
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pull-out hanks 


K BEAUTIFUL PACKAGE... AND A DELIGHTED CUSTOMER 


With TiE-Tie’s Pull-out hanks, you simply 
separate individual loops—a resplendent Pom- 
pom bow is automatically formed. With no 
special skill and no equipment—your gift wrap- 
ping section ties any package memorably and 
quickly. 





e Ready for immediate use 

e Each hank made of lustrous rayon Satintone® 
e Choice of 3 and 4-in. Pompoms in %-in. width — 
e Also available in 5-in. Pompom in 14-in. width 
e Rainbow assortment of 11 new colors 

e Matches lustrous Satintone banding gift tie 

e Requires little storage space 

e 120 of a color to a carton 

e Readily lends itself to inventory control 


also for resale at substantial profit... 
in boxes of two dozen per color or an eight 
dozen assortment of the most popular colors. 


The nicest gifts are TIE-TIE wrapped 


Mul lhe Coupon! 


SAMPLES WILL CONVINCE YOU! 


TIE-TIE Gilt Wrappings 

2300 Logan Boulevard « Chicago 47, illinois 

At no cost or obligation to me! 

Have your Representative visit me regarding Tie-Tie pull-out hanks for 
[] Store use [] for Resale. 





Name, Title 





Store 


City 








Pardon Our Pride... but look what they’re saying about 
Gyromatic 39 Jewel watches by Girard Perregaux! 


“TI believe that the new Gyromatic 39 has tremendous sales 
and profit potential.” 
—Moses W. Nunnally, Schwarzschild Bros., Inc., Richmond, Va. 
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“Gyromatic 39 is a new concept in automatic timepieces . . . 
worthy of thoughtful consideration by all jewelers.” 
— Maurice Adelsheim Jr., S. Jacobs Jewelers, Minneapolis, Minn. 


peers 5. 
aoe 


“Gyromatic 39 is more than a watch. It’s an engineering achievement 
. . . the most advanced timepiece in my entire watch line.” 
—Peter E. Behringer, P. E. Behringer, Inc., Buffalo, N. Y. 
ae eo a q 


THE GYROTRON IS THE “HEART” OF GYROMATIC 39 


GP’s exclusive Gyrotron “heart” combines the functions of 
an automatic clutch and a rotation inverser. 14 jeweled 
rollers — 7 in each Gyrotron wheel — replace the usual 
clutches, springs, clicks, and rachets, which wear down and 
must be serviced. Get all the facts about Gyromatic 39... 
send today for descriptive literature and bulletins. 


~\-fhy 
he 


The word is in! ... GP 
dealers are excited about 
Gyromatic 39. And you can 
expect the same reaction from 
your customers when you put it 
on display—for this is the 
world’s first and only automatic 
watch with 39 functional 
jewels. For GP, this revolu- 
tionary watch movement is the 
triumph of many years of 
research. For you, it is the most 
saleable self-winding watch 
ever created ... and your profit 
is fully protected. 


Gyromatic 39 will receive the heaviest 
magazine advertising in GP’s history — 
58 big insertions in Life, Time, News- 
week, Sports Illustrated, Esquire, 
National Geographic, New Yorker, 
New York Times Magazine, and 
The Christian Science Monitor! 


t RAR D Pr RREGAUX Fine Watches Since 1791 


610 Fifth Avenue, New York 20, N.Y. e In Canada: 1405 Peel Street, Montreal 
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International Takes Two Lines Off Fair Trade, 
Joins GE, Others Who Call It ‘Unenforceable’ 


The foul weather that “fair 
trade” has run into over the past 
three years caused new blows 
last month, not from state legis- 
latures or the courts, but from 
manufacturers who wanted “out.” 

What fair trade defenders call 
the “mutinous act” of General 
Electric Co. in abandoning its 
fair trading system of minimum 
price maintenance on Feb. 26 set 
off a chain reaction. Within the 
next two weeks these firms can- 
celled their contracts: Sunbeam, 
McGraw-Edison, Hamilton-Beach 
(appliances), Ronson (shavers, 
lighters), Ansco (cameras, films, 
etc.), Royal McBee (portable type- 
writers), Shick (shavers), E. 
Ingraham (clocks, watches) and 
two lines of International Silver 
(1847 Rogers Bros. and Wm. 
Rogers & Son). Other firms wanted 
to “study the situation” before 
making a move. A few hung mili- 
tantly on. 

The resulting price wars from 
Coast to Coast thrilled discount 
house operators, appalled smal] 
dealers of appliances, spurred 
bargain-hunters to new heights of 
store-jamming. 


‘It’s a Joke’ 


Stephen W. Masters, head of 
the giant Masters discount house 
chain, immediately slashed prices 
on appliances, predicted the 
“chaos” would not last too long. 

Olsen & Ebann’s eight install- 
ment stores in Chicago and near- 
by took a wary attitude. Said 
President Clarence Olsen: “We 
are waiting to see what kind of a 
deal these companies will offer us 
when our supply runs out. Since 
fair trade is dead in _ Illinois, 
Indiana, Michigan and Missouri, 
I feel the handwriting on the 
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wall.” 

Hy Sandler of Sandler’s Inc., 
installment credit jewelry chain 
in New England, asked for his 
opinion of fair trade, said: “If 
they could have enforced it, it 
would have been a good thing. 
But as it is, it’s a joke.” 

James Moore, manager of Theo. 
Overbeck & Son in Baltimore, 
said: “I think fair trade is dead 
now; it never was too strong. I 
think the small cash jeweler will 
discontinue appliance. altogether 
because with small! profit, it won’t 
pay.” 

Alan Gordon, wholesale jeweler 
in Oklahoma City, predicted the 
end of Oklahoma’s fair trade law. 
“In fact,” he said, “it’s been at an 
end for all practical purposes for 
the last three years.” 


No Protection 


Why did these champions of 














MAN OF THE HOUR: P. T. | 
_Barnum’s adult circus-loving | 
| disciples, the Circus Saints and | 
Sinners, honor former Eisen- | 
_hower’ disarmament adviser | 
| Harold E. Stassen with their | 
'“Man of the Hour” award. 
Harry Hershfield makes the 
| presentation, a  self-winding, | 
Bulova “23” watch. 


fair trade relinquish their stand? 
GE explained: “Court after court 
has expressed its lack of sympa- 
thy with fair trade, and its dis- 
agreement with the legislative 
judgment which led to its passage 
as law. We can no longer protect 
our price structure in the manner 
originally contemplated by the 
fair trade laws.” 

Sunbeam admitted that it had 
followed suit “due to competitive 
action.” 

The Toastmaster division of 
McGraw-Edison blamed competi- 
tion, unfavorable court action and 
the “untenable position in which 
fair-trading retailers bordering 
non-fair trade areas have been 
placed” for their move. 

John B. Stevens, vice-president 
of International Silver Co., said 
the company was abandoning fair 
trade on the two Rogers trade- 
marks “with considerable reluc- 
tance... . The number of adverse 
court decisions in recent months 
has, in our opinion, made Fair 
Trade ineffective on these two 
flatware lines distributed prima- 
rily through wholesale channels.” 

Parker Pen, Westclox and Seth 
Thomas Clocks quickly notified 
their dealers that they would con- 
tinue to maintain their fair trade 
prices, and would continue to 
prosecute violators. 


Steady Decline 

Here’s a capsule history of fair 
trade’s trouble with the courts: 

In 1937, Congress passed the 
Millard-Tydings Act, which le- 
galized fair trade in intra- as 
well as in interstate commerce. 
But in 1951, the Supreme Court 
ruled invalid the  non-signer 
clause of the act, which provided 
that a producer need only enter 
into a contract with one distrib- 
utor in a state to bind all other 
distributors to honor the contract. 

When Congress passed the 
McGuire Amendment in 1951, 
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thus exempting price mainte- 
nance agreements from the Fed- 
eral anti-trust laws and _ rein- 
stating the non-signer clause, fair 
trade bounced back. 

By 1955, 45 states had passed 
fair trade laws. But even then 
trouble was brewing, especially 
over the non-signer clause, which 
many courts were finding uncon- 
stitutional. 

By 1957 only 31 states had en- 
forceable statutes. That number 
has dropped to 30 states today. 

Manufacturers, who had the 
burden of enforcing the state 
laws have always had _ tough 
going. GE estimated it had spent 
somewhere between $500,000 and 
$1 million annually in a losing 
battle to enforce the law. The 
Federal Trade Commission, hob- 
bled by the McGuire Amendment, 
had almost no power to attack 
contract violators. State penal- 
ties, even when levied, were 
minor fines, provided little deter- 
rent. 


Need Federal Law 


Is there an answer, or is fair 
trade dying, if not now dead? The 
Association of Retail Druggists 
and its Bureau of Education on 
fair trade think they have the 
answer. 

They have a bill, now before 
Congress, which would permit a 
manufacturer of a trademarked 
product, in competition with 
other products, to set the retail 
price. A dealer who undersells 
would be subject to suit by his 
competitors both for injunctive 
relief and for damages. The con- 
tract would become enforceable 
through actual notice to distrib- 
utors. No non-signer clauses, no 
state control. 


Watch Importers Hail, Domestic Makers Denounce 
ODM Stand That Imports Pose No Security Threat 


Those U. S. missiles crouched 
back on their launching pad 
haunches will be ready to spring to 
the nation’s defenses, whatever the 
fate of domestic watch producers. 

So in essence ruled Office of De- 
fense Mobilization Director Gordon 
Gray, after more than two years of 
study into how necessary U. S. 
watch industry skills are to our 
national security. If Gray’s equally 
maligned and praised decision had 
gone the other way and had found 
the U. S. industry “essential,” Gray 
would have been obliged by law to 
so report to the President, who 
could then have imposed higher 
tariffs or possibly a quota. As it 
now stands, however, domestic 
makers have little if any recourse 
for relief except through Congress. 
This kind of fight, says a spokesman 
for the American Watch Manufac- 
turers Association, would be too 
expensive and drawn out with too 
little chance of success to be worth 
the effort. 

The AWMA spokesman said he 
had the impression that U. S. 
makers now will try to diversify, 
seek more government contracts 
and perhaps get more into the busi- 
ness of importing watch move- 
ments. 

Gray’s report was based on the 
opinions of the Departments of De- 
fense, Labor and Commerce, and on 
material gathered at public hear- 
ings and from surveys with missiles 
manufacturers and other weapons- 
producing firms. An account follows 
of some of the facts developed and 
the recommendations made: 





PLASTERED TO PER- 
FECTION: TV star Polly 
Bergen receives the Jew- 
elry Industry Council’s 
“Star of the Year” award 
from W. Waters Schwab 
for her spirited portrayal 
of winebibbing flapper-era 
singer Helen Morgan, on 
a Playhouse 90 television 
_ show last May. Plaque, in 
_ ebony wood and sterling 
| silver, has a deep red 1514 
| carat Linde star. 








The Department of Defense, 
which reported in 1954 that the 
entire U. S. industry was essential 
to mobilization requirements, said 
“Since that time, planning concepts 
and military requirements have 
changed considerably,” so that to- 
day the industry’s skills are not 
needed either in supply of items or 
in research and development contri- 
butions. 

The Director of Guided Missiles 
stated: “Viewed solely from the 
standpoint of the contributions to 
the guided missiles programs, the 
horological industry cannot be con- 
sidered to be essential.” 

The Department of Labor found 
that “production expected from the 
watch industry in current mobiliza- 
tion plans is relatively small.” 

The report also pointed out that 
since 1954 a marked reduction in 
mobilization requirements has taken 
place, coupled with an expansion of 
precision skills and plant capabili- 
ties in industrial firms. 


Mixed Emotions 


Industry reactions to Gray’s find- 
ings were split sharply down the 
sides of the tariff fence. 

A spokesman for the Swiss Fed- 
eration of Watch Manufacturers in 
Bienne said: “This decision serves 
the best economic interests of both 
the U. S. and Switzerland.” He 
added: “We hope that this decision 
will mark the end of an extended 
period of harassment against 
Swiss watches and movements ex- 
ported to the U. 8.” 

Arthur B. Sinkler, president and 
board chairman of Hamilton Watch 
Co., condemmed the decision, hoped 
that “those who made the decision 
may never be faced with a situation 
where they will have cause to regret 
7" 

Michael B. Dean, executive of the 
U. S. importer-assembler firms’ 
American Watch Association, said: 
“The Administration is to be com- 
mended for correcting its previous 
findings.”’ 

Walter M. Cenerazzo, head of the 
American Watchmakers Union, la- 
mented: “Today the American jew- 
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eled watch industry was put to 
death, silently and quietly by those 
mysterious hands that use the end 
to justify the means. May God pro- 
tect America.”’ Cenerazzo’s union 
membership has declined sharply in 
recent months. 

Spokesmen for Bulova Watch Co., 
Elgin National Watch Co. and Gen- 
eral Time Corp. all criticized the 
decision. They pointed out that 
Russia and other European coun- 
tries have taken stringent measures 
to prevent destruction of their own 
watchmaking skills, called the ODM 
move “short-sighted.” 


Pin Levers Too 

When domestic makers’ pleas for 
more tariff protection were made in 
1955, the pin-lever segment of the 
industry was not included. Last fall, 
just before ODM was reportedly 
ready to announce its decision, it 
was decided to include pin levers 
in the study and resolve the whole 
horclogical issue at once. 

The jeweled-watch plea in 1955 
was filed under the national security 
provision of the Trade Agreements 
Extension Act, which empowers the 
President to curb imports where 
they constitute a security threat. 





Japan imposes Own Quota on Stainless Flatware, 
Eisenhower Concludes Higher Duties Not Needed 


President Eisenhower last 
month refused to raise import 
barriers on stainless steel table- 
ware imports, to the delight of 
Japanese makers but to the cha- 
grin of badly-hurt domestic pro- 
ducers. 

Chief reason for Eisenhower’s 
denial of the U. S. Tariff Com- 
mission recommendation for 
higher duties on stainless imports 
was the fact that Japan has self- 
imposed a quota on its exports to 
this country. The Tariff Commis- 
sion’s prescription made no men- 
tion of any quota, merely advised 
raising duties on certain items. 

The Japanese, who account for 
the lion’s share of all foreign 
stainless brought into the U. S. 
(90 per cent in 1956) voluntarily 
set an annual quota of 5.9 million 
dozen units last Oct. 1. Later, 
they amended that to a quota of 
5.5 million dozen for the calendar 
year 1958. (In 1957 they exported 
between 9 and 11 million dozen 
items here.) 

“These developments,” said the 
President, “signify an important 
reduction and thus hold censider- 
able promise of relieving the situ- 
ation of domestic producers.” 


‘Sad State’ 

Domestic makers do not share 
President Eisenhower’s optimism. 

Said Craig D. Munson, presi- 
dent of International Silver Co., 
a major U. S. stainless producer: 
“The self-imposed Japanese quota 
is of doubtful value, and will de- 
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pend on how well it is adhered to. 
Our industry requested [to the 
Tariff Commission] a quota based 
on 10 per cent of the American 
market, or about 2 million dozen.” 

Munson had this to say about 
the President’s decision: “We 
have arrived at a sad state in the 
practice of reciprocal trade when 
an American industry, found to 
have been seriously injured in a 
fair hearing by an American 
commission, is forced by the Pres- 
ident to throw itself on the mercy 
of the Japanese industry for 
relief.” 

Miles E. Robertson, president 
of Oneida Silversmiths, another 
large U. S. stainless tableware 
producer, was equally astonished 
and dismayed by the decision. 
“This means,” he said, “that after 
thirty months of effort, after ex- 
hausting every remedy afforded 
us under law, after proving to 
every government official con- 
cerned that we are being serious- 
ly injured, we are right back 
where we started, except that 
during the 30 months of struggle, 
the ratio of imports to domestic 
production grew from 12.2 per 
cent to 64.5 per cent.” 

Robertson went before the 
House Ways and Means Commit- 
tee on Mar. 18, after the decision 
was known, to try to amend the 
Trade Agreements Act. One pro- 
posed amendment provides that 
“the findings of the Tariff Com- 
mission should henceforth be 
transmitted to Congress for final 














ON YOUR MARK: When the 
world’s best skiiers catapult 
down the slopes of Squaw Val- 
_ ley, Cal., in 1960 at the Olympic 
Winter Games, split-second tim- 
ing devices by Longines-Witt- 
nauer will pick the winners. 
Longines has been chosen to 
arrange timing standards for 
the Games. Electric starting 


gates (in photo) will start the 
racers; electric eyes will catch 
the breakneck-speed finishes. 








action, instead of to the Presi- 
dent.” Reason given for this was 
that Eisenhower has “rejected the 
great majority of the recommen- 
dations of the Tariff Commission 
since 1951. This has virtually nul- 
lified the intent of Congress.” 
Robertson also asked for more 
guide lines for the setting of 
quotas where needed. 

Big reason for the amazing 
Japanese stainless successes in 
this country, (from only 421,000 
dozen units sold in U. S. in 1953 
to almost 11 million dozen in 
1957), domestic makers lament, is 
the fantastically low Japanese 
labor costs. This great wage dif- 
ferential, $.17 an hour in Japan 
to $2.30 an hour here, allows the 
Japanese to undersell American 
makers, notwithstanding the duty 
rates. 


Preserving the Peace 

The apparently gratuitous move 
by the Japanese in cutting back 
exports could be part of a Japa- 
nese government judgment to 
tread softly for the time being on 
tender U. S. foreign trade pro- 
gram toes. Protectionist forces in 
Washington have condemned the 
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Administration’s liberal recipro- 
cal trade policies and Eisen- 
hower’s request that Congress ex- 
tend his authority to reduce 
tariff rates for the next five years. 

In the last few years the Japa- 
nese have gotten a foot into many 
and varied U. S. trade doors, and 
are anxious to preserve these ad- 
vances. 

Protesting against the thought 
of higher duties, the Japanese 
sent a delegation to the President 
headed by boyish Ko Tamaki, 
mayor of Tsubame, whose 50,000 
people produce 99 per cent of all 
Japanese stainless. “I am just a 
simple smal! town official from a 
remote part of Japan,” Tamaki 
bowed, “here at the request of 
my people to find a happier solu- 
tion to this critical problem.” 

President Eisenhower’s deci- 
sion obviously refiects U. S. fears 
that too much tightening of the 
tariff laws would hurt the em- 
pire’s dollar-making abilities, force 
it to trade with Reds. 





Gold Filled Makers Elect 
Edson W. Sawyer President 


Edson W. Sawyer is 1958 presi- 
dent-elect of the Gold Filled Man- 
ufacturers Association. He suc- 
ceeds Robert O. Smith of Cook, 
Dunbar, Smith Co. in Providence. 

Sawyer has been association 
treasurer for many years, in busi- 
ness is treasurer of Improved 
Seamless Wire Co. of Providence. 

Other association officers are: 
James Stern, Sr., of I. Stern & 
Co., reelected vice-president; Ste- 
phen H. Garner, Jr., of Leach & 
Garner Co., new treasurer; and 
W. F. Mittendorf of the D. E. 
Makepeace division of Englehard 
Industries, reelected clerk. 





Pee 
# 


Edson W. Sawyer 
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Arde a 
Arde Bulova Dies at 69; 
Led Watch Company Growth 


Arde Bulova, 69, chairman of 
the board of the Bulova Watch 
Co., and founder and trustee of 
the Joseph Bulova School of 
Watchmaking, Woodside, N. Y. 
died Mar. 19 at Encino, Cal. 

A native New Yorker, Mr. 
Bulova served his apprenticeship 
under his father, Joseph Bulova, 
who founded the firm in 1873. Mr. 
Bulova directed the growth of the 
firm to its present dominance as 
the world’s largest jeweled watch 
manufacturer. 

A recipient of many honors, Mr. 
Bulova served as first chairman of 
the American sub-committee of 
the President’s Committee on the 
Employment of the Physically 
Handicapped and as a director of 
the World Rehabilitation Fund. He 
was a member of the steering 
committee for the United Negro 
College Fund, and inspired the 
creation of the Bulova Foundation 
and other philanthropic groups. 

He was a Chevalier in the 
French Legion of Honor and held 
many other national and inter- 
national honors. 

In the field of rehabilitation and 
vocation training, Arde Bulova 
was one of the first to advocate 
and personally contribute his fa- 
cilities and service towards the 
training of seriously-disabled 
World War II veterans. He put 
this ideal into practice by found- 
ing the Joseph Bulova School of 
Watchmaking in 1945, which has 
become world-famous as a reha- 
bilitation center. 

Mr. Bulova is survived by his 
sisters, Julia Bulowa, Hannah 
Bulova, Emily B. Henshel and 
Louise B. Guilden. 


RJA Urges Jewelers Press 
Congress for Excise Relief 


The Washington Office of the 
Retail Jewelers of America is 
calling for a “great surge of 
effort” on the part of retail jewel- 
ers in petitioning Congressmen 
for “prompt relief” from the fed- 
eral retail excise tax. 

A letter dated Mar. 18 from 
Bernard Burnstine, RJA’s Wash- 
ington counsel, to state associa- 
tion presidents and secretaries, 
quotes the growing jewelry indus- 
try unemployment figures, says 
that excise tax cuts would remedy 
this. 

“It is urgent that jewelry re- 
tailers immediately advise their 
members of Congress of this situ- 
ation,” Burnstine says. He pointed 
out that “special attention should 
be given to the House Ways and 
Means Committee and the Senate 
Finance Committee” in jewelers’ 
petitions. 

Here is a roster of the member- 
ship in each of the committees: 
Senate Finance Committee (ad- 
dress letters to Senate Office 
Building, Washington 25, D. C.)— 
Sens. Byrd (Va.); Kerr (Okla.); 


Frear, Jr. (Del.); Long (La.); 
Smathers (Fla.); Anderson (N. 
Mex.);: Douglas (Ill.); Gore 
(Tenn.) Martin (Pa.); Williams 
(Del.); Flanders (Vt.); Malone 
(Nev.); Carlson (Kan.); Bennett 


(Utah); and Jenner (Ind.). 
House Ways and Means Com- 
mittee (address letters to House 
Office Building, Washington 25, 
D. C.)—Reps. Mills (Ark.); Greg- 
ory (Ky.); Forand (R. I.); Eber- 
harter (Pa.); King (Cal.); 
O’Brien (Ill.) ; Boggs (La.) ; Keogh 
(N. Y.); Harrison (Va.); Karsten 
(Mo.); Herlong, Jr. (Fla.); Mc- 


Carthy (Minn.); Ikard (Tex.); 
Machrowicz (Mich.); Frazier 
(Tenn.); Reed (N.Y.); Jenkins 
(Ohio); Simpson (Pa.); Kean 
(N.J.); Mason (Ill.); Holmes 
(Wash.); Byrnes (Wis.); Sadlak 
(Conn.); Baker (Tenn.); and 
Curtis (Mo.). 





The AFL-CIO Ethical Practices 
Committee is formally investigat- 
ing the International Jewelry 
Workers Union for alleged mis- 
conduct. 
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FIC Hits Discount Houses 
For Deceptive Price Claims 


Federal Trade Commission of- 
ficials are beginning a crack down 
on phony discount house opera- 
tions. 

In one recent case, the FTC 
charged two Seattle, Wash., dis- 
counters with deceiving the public 
and unfairly diverting trade from 
competitors by misrepresenting the 
prices they charge and the nature 
of their business. FTC says the 
firms sell government workers 
membership in a buying service 
and sel] various types of merchan- 
dise to some 50,000 members and 
their families. 

One company, purportedly or- 
ganized as a non-profit corporation, 
claims any surpluses accumulated 
are used for “educational, scientific 
and charitable purposes,” the FTC 
says. But it charges that while oc- 
casional sums are given for civic, 
philanthropic, or education objects, 
the enterprise is not a non-profit 
organization because it does make a 
profit. 

The FTC complaint strikes di- 
rectly at the alleged discounts 
granted purchasers. “The parties 
claim they sell to members at 
wholesale cost plus 5 per cent,” the 
complaint says, “but this is not 
true.” 


Michigan Watchmakers Join 
With National Institute 


The Michigan Horological Asso- 
ciation has voted almost without 
dissent to affiliate with the Horo- 
logical Institute of America. Only 
last minute legal details delay the 
jointure. 

Members of MHA will automati- 
cally become members of HIA, 
without additional dues costs. 

The annual convention of the 
Wolverine watchmakers is set for 
April 20 in Lansing, Mich. 





Holding Back Withholding Tax 
Can Get Employers Big Fine 
Businessmen should promptly 
turn over to the government money 
withheld from employees for in- 
come tax and social security pur- 
poses. A new law signed by Presi- 
dent Eisenhower makes it a crimi- 
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nal offense in some cases to hold 
back these funds. Offenders may be 
subject to a $5,000 fine and a year 
in jail. 

Law permits the government to 
order a delinquent employer to put 
future withholding funds in a spe- 
cial trust bank account, which only 
the government can touch. Failure 
to follow the order within two days 
makes an employer subject to the 
penalties. 

Edict won’t affect some $300 mil- 
lion in withholding taxes now owed. 





Stevens Succeeds Hallowell As 
Sterling Silversmiths Head 


John B. Stevens, vice-president 
for sales of International Silver 
Co., was elected president of the 


Guild of 
annual 


Sterling Silversmiths 
America at the group’s 
meeting Jan. 18. 

Stevens served as vice-president 
of the Guild in ’56 and ’57. He 
succeeds Roger H. Hallowell, presi- 
dent of Reed & Barton, in the top 
Guild post. 

Other new Guild officers are: 
Denham C. Lunt, Jr., vice-president 
(he is treasurer of Lunt Silver- 
smiths) and Arthur W. Sanders, 
treasurer (he is vice-president and 
treasurer of Towle Silversmiths. ) 





LeCoultre Executive Visits 
New York to Plan Celebration 


An executive of the LeCoultre 
Watch Co. in Le Sentier, Switzer- 
land, was in New York last month 
to lay final plans for the advertis- 
ing and merchandising celebration 
of the 125th anniversary of the 
firm’s founder. 

Jacques Ketterer, assistant to the 
watch firm’s general manager, also 
addressed LeCoultre’s U. S. sales 
staff at the Columbia University 





Club. Speech highlight was a slide 
film narration which took viewers 
through the modern LeCoultre fac- 
tory which hires about three- 
fourths of Le Sentier’s 5000 popu- 
lation. 

Arrangements are being made to 
show the film slides to state jeweler 
conventions and other gatherings. 





Brand Names Foundation Picks 
Jewelry Retailer of the Year 


Fink’s Jewelers in Roanoke, Va., 
has been named jewelry store brand 
name “retailer-of-the-year” by the 
Brand Names Foundation, Inc. 

Fink’s, a runner-up for top 1956 
honors, was chosen from 18 jeweler 
finalists from 12 states. Store was 
named winner on the merit of its 
1957 brand advertising and promo- 
tion campaigns and on its ability 
to educate customers and sales per- 
sonnel on the brand names story. 

Certificates of distinction were 
given to four other jewelry stores, 
including S. A. Meyer Co. of Wash- 
ington, Pa., who has won three pre- 
vious certificates in the 10-year-old 
competition. Other certificate win- 
ners are: Corrigan, [Inc., in Hous- 
ton, Tex.; Baranov’s Jewelers in 
San Diego, Cal.; and Skeie’s Jewel- 
ry Store in Eugene, Ore. 

Winning merchants, their fam- 
ilies and business associates will be 
honored Apr. 14-16 at the Waldorf- 
Astoria Hotel in New York. 





Hamilton Will Visit Dealers 
In Turnabout 58 Seminars 


Hamilton Watch Co. has fitted 
out a traveling corps of marketing 
specialists who will conduct selling 
seminars for the firm’s dealers in 
eight eastern cities in April and 
May. 

This year’s program reverses the 
1957 seminar setup held centrally 
at Hamilton’s Lancaster, Pa., head- 
quarters, which drew more than 
900 dealers from a 150-mile area. 

The eight-man team of market- 
ing, advertising and research ex- 
perts, headed by Hamilton’s direc- 
tor of dealer relations Richald Ar- 
nold, will hold two-hour sessions in 
Boston, Syracuse, Buffalo, Cleve- 
land, Toledo, Detroit, Columbus and 
Pittsburgh. Programs will include 
luncheons, films, skits, and new pro- 
motion devices. 
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BEST PUNCH FORWARD: Lovely 
Caroline O’Connor packs the strong 
first half of Speidel’s one-two sale 
punch on the network TV show “The 
Price Is Right.” She sells Speidel’s 
fashion and styling features; show 
master-of-ceremonies Bill Cullen 
hawks the engineering and comfort 
bonuses of the watchbands. 


a 
y 


RING IN THE NEW: New salesmen and new products 


were the big news at Ronson Corp’s. 
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ON THE BAND WAGON: Foster Metal Products executives and salesmen 
gather in Attleboro, Mass., to look over the new Foster-matic adjustable end 
watch bands. The special sales conference drew these Fosterites: (seated from 
left) Bill Smalley, sales promotion; Perry Brock, sales; W. C. Boots, president; 
Ernest Wegmann, sales; and Jim Bridges, sales. Standing, from left, are 
George Siddall, William J. Boots, Andrew Fogarty and John J. Dunn, all sales. 


DIAMOND IN THE DOP: A poten- 
tial Keepsake diamond goes under the 
scrutiny of Warren A. Terwilliger, A. 
H. Pond Co. diamond department offi- 
cer, during his diamond-buying tour 
of the Amsterdam and Antwerp mar- 
kets. With him is J. B. J. Laboyrie, 
right, one of three European Keep- 
sake brokers. 


ONSON Sales Conference 
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recent semi-annual 


sales conference in Newark, N. J. Members saw President a 
Louis V. Aronson, II, unveil the butane-fueled Varaflame Turn to page 176 
pocket and table lighters with new accessories, the CFL 


electric shaver, an all-new hair dryer 


and pre- and after- for more 


shave lotions. The 1958 ad program that will hail these 
new products was outlined for the assemblage which in- 


cluded these new salesmen: Stanley D. 


Greene, Malcolm L. picture news 


Schiller, Harold Brenner, Perry Grover, Thomas I. Mc- 
Mahon, Grady H. Hall, Stewart D. Zive, Billy W. Rhodes, 
Elmer Diehl, Harry Houck and George T. Murphy. 
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Joint Convention in New York 
Sees New Ultrasonic Devices 


The latest in ultrasonic equip- 
ment for watchmakers went on 
display February 9 at the 92nd 
convention and banquet of the 
Horological Society of New York, 
held this year in conjunction with 
the Watchmakers’ Association of 
New Jersey and the Horological 
Institute of America. Activity 
took place at the Hotel New 
Yorker. 

Present at the head table for 
the banquet which followed the 
exhibits were: Eric Strickler of 
National Watch Collectors; Edi- 
tor Morton Sarrett of National 
Jeweler; President Emil Chessari 
of the Watchmakers of New Jer- 
sey; President H. Wexler of the 
Greater New York RJA; Acting 
President Don Leverenz of H.I.A.; 
Jean Pierre Savary of the Watch- 
makers of Switzerland; President 
Felix Klein of the H.S.N.Y.; Edi- 
tor Arthur Beck of the H.I.A. 
Journal; Richard Robbins of the 
New York State Watchmakers As- 
sociation; and James Dodson of 
the H.I.A. 

The Institute held its directors 
meeting the evening before the 
convention. 


Winners Get Common Stock 
In Remington Shaver Contest 


Harold W. Sogg of Rogers 
Jewelry Co. in Canton, Ohio, is 
$5000 richer these days. And he’s 
paying a lot more attention than 
before to the vicissitudes of the 
stock market. 

Sogg is top winner of the Rem- 
ington Electric Shaver “stock 
spectacular” contest for retail 
salesmen, prizes for which were 
given in common stock listed on 
the New York Stock Exchange. 

Runnerup bull (or bear) is 
Francis O. Ewbank of Dunn & 
Ewbank, Inc., of Tampa, Fla., who 
will have to worry only half as 
much with his $2500 prize. 

Contest offered 207 prizes in 
stocks worth $25,000. It ran for 
two months ending Dec. 1 of last 


year. 
Four third prizes of $500 each 
went to salesmen Charles B. 


Smith of Smith’s Jewelry in Wil- 
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liamsburg, Ky.; Elliott D. Halpin 
of Elliott’s Jewelers in Fitchburg, 
Mass.; Marvin L. Bauman of 
Madef’s Jewelers in Rochester, 


N. Y.; and Oliver Levenson of 
Rogers Jewelers in Pittsburgh, 
Pa. 


Remington ran a similar contest 
for consumers, with even bigger 


' prizes, as part of its “Share of 


America” promotion. 





American Watch Association 
Elects Graef New President 


Jean R. Graef, president of the 
New York firm bearing his name, 
which is U. S. distributor for Gir- 
ard Perregaux watches, has been 
elected president of the 60-firm 
American Watch Association. 

Graef succeeds Samuel W. An- 
derson, who recently resigned the 
presidency. The association’s 
Washington office will be headed 
by executive vice-president 
Michael B. Deane. 





Jacoby Heads Jewelry Division 
of Religion Brotherhood Group 


Max Jacoby, president of Ja- 
coby-Bender, Inc., has been named 
chairman of the jewelry and al- 
lied trades division of the Na- 
tional Conference of Christians 
and Jews for 1958. 

He succeeds Harry Bromley, 
publisher of National Jeweler, 
who served as 1956-’57 chairman. 

Jacoby will call a meeting of 
the division’s executive committee 
soon to lay plans for the 1958 
fund-raising campaign. 





Granat Eliminates Middlemen, 
Will Distribute Lines Itself 


Granat Manufacturing Co. is 
now distributing its Wed-Lok 
rings and other merchandise lines 
on a direct factory - to - jeweler 
basis. 

Change in the distribution setup 
was made so that orders could 
“receive immediate factory atten- 
tion, without any in-between de- 
lays.” The firm also has lowered 
prices of its lines. 

New address for all communi- 
cations is Granat Manufacturing 
Co., Mission St. at 20th, San Fran- 
cisco 10. 


Bulova Gives Three Employees 
‘Salesman of the Year’ Awards 


Achievements “in the highest 
tradition of American salesman- 
ship” netted three Bulova Watch 
Co. salesmen the firm’s annual 
“Salesman of the Year’ award for 
1957. 

Award-winners were: Martin 
Hauser, who sells in Ohio; Herb 
Lewis, Bulova’s Georgia salesman, 
and Walter Mullikin, whose terri- 
tory covers North and South Da- 
kota, Minnesota and Wisconsin. 
Scrolls were presented the three 
by President John H. Ballard. 

Winners, who also _ received 
shares of Bulova stock, were 
judged best in sales volume and in 
helping to increase sales for their 
dealers through advertising, dis- 
play placement and general mer- 
chandising. 





Kirk Announces Victors 
In Window Display Contest 


Six handsome sterling goblets 
were awarded to Mrs. B. M. Baxter 
of Baxter’s Jewelry Store in New 
Bern, N. C., for her first-prize dis- 
play in the recent Kirk Sterling 
shower window contest. 

National contest was open to all 
Kirk dealers. Stores were required 
to use a “sterling shower” motif for 
the displays. 

Second prize, a hand-chased ster- 
ling tray in Kirk Repousse, was 
won by Miss Irene Baykin of 
Churchwell’s in Wilson, N. C. 





United Jewelry Show Sees 
Good Attendance in May 


Five floors of the Sheraton- 
Biltmore Hotel in Providence, 
R. I., will bear the brunt of an 
expected heavy turnout of buyers 
May 3 when the United Jewelry 
Show gets under way for 10 days. 

Accommodations for the earli- 
est days of the show are almost 
exhausted; latecomers are being 
asked to schedule their visits for 
May 7 and after. Some 300 lines 
of jewelry will be shown. 

The show’s executive committee 
has voted to open the “Breakfast 
for Buyers” to out-of-state buyers 
again this year. It will be served 
in the hotel’s Garden Room from 
May 4 through May 11. 












OFF TO THE FAIR: Jean Pierre 
Savary, technical consultant for the 
Watchmakers of Switzerland Center 
in New York, who left last month for 
Belgium and the 1958 World’s Fair, 
where he will serve as Information 
Service official for Switzerland's 
watchmaking industry exhibition. 
Fair is the first such international 
exposition since the New York ex- 
travaganza in 1939-40. Some 48 na- 
tions and seven international groups 
will participate. 


THROUGH A GLASS, PLAINLY: 
This illustration is being used by 
the Watchmakers of Switzerland as 
part of their new consumer advertis- 
ing campaign to encourage buyers to 
get the facts about jeweled-lever 
Swiss movements. Text of the ad 
advises “Your jeweler can tell you 
it’s the combination that counts,” the 
combination being the word “Swiss” 
either on the dial or the movement. 
plus the jeweled-lever mechanism in- 
side. Further pointing up jeweled- 
levers, the watchmakers of Switzer- 
land signature on each ad now has 
the addendum, “The Federation of 
Fine Jeweled-Lever Swiss Watches.” 


MOUNTAIN TIME: Three traveling Americano jewelers pause with their 
Caribbean host (left) to admire an outdoor display of Omega watches. Picture 
was taken on a mountain just outside Port-au-Prince, Haiti. The host, Mr. 
Noustas, is associated with the LaBelle Creole chain of jewelry stores, which 
has shops throughout the Cari. bean. Visiting jewelers are, from left: Lou 
Milan of Milan’s in Oakland, Cal.; Matthew J. Brown of Scott Jewelry Co. in 
Lowell, Mass.; and Arthur Stern of Markson Bros. in Boston, Mass. 





RETROSPECT: Executives 
of A. G. Schwab & Sons, Inc., 
celebrating the firm’s 80th 
birthday, examine a portrait 
of firm founder A. G. 
Schwab. Present firm main- 
stays, from left, are: Her- 
bert and Julian Schwab, sons 
of the firm’s first president; 
John Schwab, grandson of 
the founder; James N. Held- 
man; and Harold Hagedorn. 
Firm has a series of special 
merchandising events in 17 
Midwestern and Southern 
states for the anniversary. 





LEAGUE OF ADVERTISING AGENCTHES, INC 
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PREFERRED: This is the award 
given to Gramercy Advertising Co. 
for the best sales promotion campaign 
of 1957 in the League of Advertising 
Agencies’ annual competition. Prize- 
winning Gramercy campaign was the 
Hamilton Watch $100,000 Style Pref- 
erence Contest, created in cooperation 
with Hamilton ad director Robert 
Gunder and sales promotion manager 
Henry Tovar. Campaign promoted 
style consciousness, increased Hamil- 
ton sales. 


JUST PINNED: Carl M. Fishel, pres- 
ident of Trifari, Inc., New York jew- 
elry maker, and Alice Lon, featured 
singer for Lawrence Welk, look 
mighty pleased with the Trifari 
“Rose” Mr. Fishel has pinned on her. 
Both were present at the champagne 
breakfast for the press Jan. 5 in New 
York, when Trifari’s spring line of 
costume jewelry was unveiled. 
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Mother’s Day Promotions Set 
To Begin Right After Easter 


Hardly will the Easter Bunny 
have staggered back to the com- 
parative quietude of his carrot 
patch munchings this year when 
the nation’s mothers,’ grand- 
mothers and mothers-in-law will 
begin vying for customers’ affec- 
tions. 

The National Committee on the 
Observance of Mother’s Day plans 
to begin its yearly edification of 
dear old Dad’s girl on April 7, the 
day after Easter. 

Committee estimates cash regis- 
ters will ring “Mother Machree,” 
“I Want a Girl” and “Songs My 
Mother Taught Me” to the tune 
of $875 million in the five sales 
weeks between Easter and May 11. 

A 22-piece promotion kit ($7.95) 
is available from committee head- 
quarters at 129 W. 30th St. in New 
York; it includes promotion ideas, 
posters, pennants, imitation car- 
nations. 


Henry Harteveldt Wins AGS 
Awards for Himself, His Firm 


Both Henry H. Harteveldt, Jr., 
and the Henry H. Harteveldt Co. 
won awards in February from the 
American Gem Society. 

Henry himself is now a graduate 
member (wholesale), and his New 
York jewelry supply firm boasts the 
title “member American Gem So- 
ciety.” 

To get the firm title, a supply 
firm must have sound and respected 
business policies, and must have on 
its staff one or more persons with 
individual AGS awards. Henry’s 
achievement thus made the firm 
award possible. Membership is re- 
won each year by passing examina- 
tions on current developments in 
gemology. 


Lecturer Hannaford Addresses 
Southern California AGS 


If he gave her linoleum for the 
kitchen floor last Christmas, in- 
stead of a beautiful diaraond, get 
after him; he’s probably ready to 
make amends. 

This is the sage advice Gladys 
Hannaford gave members of the 
Southern California Guild of the 
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American Gem Society at their 
February dinner meeting in Pasa- 
dena. 

Diamond Lecturer Hannaford 
told the Society that today’s trend 
to casual living was undermining 
the graciousness of latter days, 
with its diamonds, fine linens, 
china, goblets and candlelight. 

Retailers are not _ blameless, 
Mrs. Hannaford intones. Much of 
the art of gracious personal! sell- 
ing has been lost; stores often 
fail to create a genuine friendly 
sales atmosphere, and thus do lit- 
tle to break down that initial 
threshold resistance of customers. 
Be friendly, be warm, she sug- 
gests. Share your delight in a 
beautiful stone, maybe without 
any sales pitch at all. 

Mrs. Hannaford also urged 
jewelers to reckon with the mo- 
bility of today’s shifting popula- 
tion. You must make yourself 
known to the newcomers, perhaps 
by lecturing. The average town, 
she says, has a 20 per cent popu- 
lation turnover each year. 


Swiss Watch Makers Plan 
Biggest Watchmaking Fair 


A sneak preview of the newest 
in Swiss watch industry products 
awaits visitors to the 28th Swiss 
Watchmaking Fair April 12-22 in 
Basel, Switzerland. 

A record 210 exhibitors will pre- 
sent the comprehensive display of 
Swiss watches, clocks, watchmak- 
ing equipment and jewelry at the 
Fair, which is part of the all-in- 
clusive 42nd Swiss Industries Fair. 

Special provisions for American 
business visitors, including lan- 
guage and information services, 
will be made available by the Fair 
committee. 


Board of Trade Elects 
New Officers for 1958 


The board of directors of the 
Jewelers Board of Trade elected 
these new officers Feb. 21: William 
E. Smith of Irons & Russell Co., 
president; W. Waters Schwab of 
J. R. Wood & Sons, first vice-presi- 
dent; Edson W. Sawyer of Im- 
proved Seamless Wire Co., second 
vice-president; Horace M. Peck, 
treasurer; Vincent F. Chapman, 


secretary and assistant treasurer; 
and Edward A. Henry and Stewart 
W. Stolworthy, assistant treasurers. 

On the 1958 executive committee 
are Smith, Sawyer and Lester S. 
Wall. 


Greater Washington RJA Elects 


Sheinbaum President for 1958 


Arthur Sheinbaum, president of 
the Melart Jewelers store chain in 
Washington, Maryland and West 
Virginia, was voted president of 
the Greater Washington Retail 
Jewelers Association at a recent 
dinner meeting at the Hotel 2400. 

Sheinbaum, one of the founders 
of the group, recently headed the 
formation of a D. C. business prac- 
tices council, is a vice-president 
of Beth Sholom Congregation. 

New vice-president is William 
Wright of Wrights Jewelers in 
Silver Spring, Md., who is a di- 
rector of the Retail Jewelers of 
America, Inc. Re-elected secre- 
tary and treasurer, respectively, 
were A. H. Hochberg of Hochberg 
Jewelers and C. C. Anderson of 
Anderson Bros. Henry Brylawski 
is executive secretary and general! 
counsel. 


Anson, MJGSA Give Professors 
Jewelry Industry Education 


Twenty-three faculty members of 
the University of Rhode Island were 
given an inside look at the jewelry 
industry recently as part of the 
Seventh URI Faculty Management 
Conference. 

The group spent the morning of 
Jan. 27 touring two plants of 
Anson, Inc., manufacturer of men’s 
jewelry, were guests at a noon 
luncheon given by the Manufactur- 
ing Jewelers and Silversmiths of 
America, Inc., and returned to the 
main Anson plant in the afternoon 
for three seminar sessions. 

At the luncheon meeting, George 
R. Frankovich, executive secretary 
of the host group, was the speaker. 
He dealt with the history of the 
jewelry industry, its influence on 
modern civilization, the develop- 
ment of the industry in America, 
its present structure, and the many 
problems it faces. Methods em- 
ployed to meet the problems were 
explained. 
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= Seven jewelry industry leaders 
have accepted appointments as divi- 


' gion chairmen in the 1958 fund-rais- 


ing campaign of the New York Chap- 
ter of the American Red Cross. They 
are: Louis F. Krussman of Trifari, 
Krussman & Fishel, Inc., costume 
jewelry division; Kenneth Kaufman 
of Shiman Bros.—Colonial, Inc., jew- 
elry manufacturers’ division; Bert L. 
Kaufman of Berwin Jewelry Co., Inc., 


_manufacturing agents’ and whole- 
_salers’ division; Judson C. Travis of 
Handy & Harmon, refiners’ division; 
Irving Cooper of Elgin Silversmith 


Co., silversmiths division; Victor A. 
Lambert of Lambert Bros., pearls and 
colored stones division; and Roland 
Gsell of R. Gsell & Co., Inc., watches 


division. 


| @ Holzer Watch Co. of 501 Fifth 
_Ave., New York, is now U. S. sales 
_ representative for Gubelin of Switzer- 


land watches. Gubelin watches won a 
Diamonds International award in 


1957. 


@ A. & H. Zolnier, ultrasonics dis- 
_ tributor, will 
_ Laboratories products in the New 
York and New Jersey areas. Mc- 
| — plant is in Santa Monica, 
| Cal. 

_ © Bernard Chirley, former diamond 
department manager for Busch & 


distribute McKenna 


Sons Jewelers in Newark, N. J., has 
joined Marcus & Co. Jewel Galleries 


_ in New York as manager. 

.@ Eugene M. Murfitt has been named 
| secretary, treasurer and general man- 
_ ager of H. J. Howe, Inc., Syracuse, 
_N. Y. Murfitt has been with Howe 
_ for 11 years as merchandise and ad- 
| vertising manager, and is vice-presi- 
_ dent of the Syracuse Retail Jewelers 
_ Association. 


= Philip F. Streit has purchased 
Panes of Beacon, Inc., in Newburgh, 
N. Y. He has managed the store for 
the past 10 years. Store will keep its 
name. 

es H. B. Tagg retired Jan. 15 from 
J. W. Johnson, Inc., New York whole- 
saler. 

= Newly-elected officers of the New 
York Jewelers Benevolent Associa- 
tion were installed Feb. 11. They are: 
Henry Bilker, honorary president; 
Gerald Rosenthal, president; Murray 
Dolnick, vice-president; Howard Dol- 
gin, treasurer; and Jack Dolgin, fi- 
nancial secretary. 

= Archie MacKay, jewelry store 
owner of Rochester, N. Y., has been 
elected vice-president of a new mer- 
chants association organized to foster 
promotional activities in the Ironde- 
quoit Plaza group of retail stores. 
= Martha M. Boczarski has estab- 


FAST a 


lished Walter’s Jewelry in Buffalo, 
| a 2 

ws The Movado Watch Agency in New 
York has announced that Movado 
wrist chronometers took four of the 
top five high honors in the recent an- 
nual timing competition conducted at 
the Swiss observatory at Neuchatel. 
Competitions are open to all watch 
manufacturers. A series of rigid per- 
formance and accuracy tests decide 
winners. 

= Isaac Jaffe has retired from A. 
Jaffe & Son, Inc., New York jewelry 
and diamond importing firm. His 
father founded the firm in 1892. 

ws The Michael C. Fina Co. of 1 W. 
47th St. in New York has taken over 
the stock and premises of Medley & 
Langhan’s, well-known 25-year-old 
New York silverware firm. The Med- 
ley & Langhans store at 10 Maiden 
Lane, will become Fina Co.’s. down- 
town branch. Plans are to modernize 
the new acquisition, and to add china, 
glassware and trophy lines. Rose and 
Michael Fina, owners of the Fina Co., 
have been in the silverware business 
for 34 years. Last year, the Golden 
Circle Club of New York named Fina 
“Man of the Year” in appreciation for 
his generosity and friendliness. 


s Harry Braunfeld will celebrate his 
25th year in the jewelry trade May 12. 
Braunfeld, who operates from 106 Ful- 
ton St. in New York, excells in fine 
encrusting on various kinds of jew- 
elry for numerous manufacturers. 
Braunfeld’s daughter recently pre- 
sented him his first grandchild as a 
sort of pre-anniversary remembrance. 


=» The Watchmakers Association of 
New Jersey held its Mar. 11 monthly 
meeting at the Irvington House in 
Irvington, N. J. Guest speaker was 
Al Levine, advertising agency repre- 
sentative for the Watchmakers of 
Switzerland. Members saw a demon- 
stration of the L. & R. ultrasonic 
watch cleaning machine by L & R 
President Max Lazarus. 

= New York’s East Side Jewelers 
Association re-elected officers for 
1958. They are: Adolph Pusrin, pres- 
ident; H. Fine, vice president; Joe 
Gross, treasurer; Jack Kirschenbaum, 
credit secretary; and Lou Shved, sec- 
retary. 


= James P. Felch, in association with 
Bradford Sellon, jewelry stylist and 
designer, has formed Felch, Inc., to 
manufacture abalone shell inset in 
gold filled, sterling and copper. The 
line will be marketed under the name 
Felchcraft. The factory is at 166 
Valley St., Providence, and New York 
showrooms are at 392 Fifth Ave. 
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# Invitations have been sent out for 
the annual dinner-dance of the Dia- 
mond Peacock Club, to be held at the 
Hotel Somerset in Boston on April 26. 
= Members of the New England Guild 
of the American Gem Society met at 
the Geological Museum of Harvard 
University on March 13, where, in 
place of the usual dinner meeting, 
they were taken on a museum tour by 
Dr. C. S. Hurlbut, Jr., Professor of 
Geology at Harvard. Specimens of in- 
terest to gemologists were shown. 

« Member teams of the Boston Jewel- 
ers Bowling League were rolling hard 
and fast as this issue went to press. 
I. Alberts’ Sons team was in first 
place, three points ahead of the next 
nearest competitor. The annual din- 
ner and awarding of prizes will take 
place at the Hampshire House in Bos- 
ton on April 26. 

= Members of the Horological Society 
of Massachusetts met at the Waltham 
Watch Co. cafeteria on March 18. 
Plans are under discussion for an offi- 
cial organization seal. Ten new names 
were added to the roster in February. 
March meeting was sponsored by Lon- 
gines-Wittnauer Watch Co. A Lon- 
gines watch was donated as door 
prize. 

s I. Alberts’ Sons, long occupants of 
the eighth floor in the Jewelers Build- 
ing in Boston, moved early in March 
to the entire second floor, and to a 
part of the second floor of the Wash- 
ington Building in quarters formerly 
occupied by D. C. Percival & Co. 

e D. C. Percival & Co. has taken up 
temporary quarters for its accounting 
department in Room 506 Jewelers 
Building, where it will transact unfin- 
ished business of its closing. 

= Roy Brooks has joined with Pryor 
W. Percival, formerly of the D. C. 
Percival & Co., in Room 702 Washing- 
ton Building in Boston. 

s Henry Toroyan, jeweler at 711 
Washington Building in Boston, closed 
his business Feb. 28. 

a Philip Barber of S. Barber & Sons 
has moved to Room 711 Washington 
Building, in space formerly occupied 
by Henry Toroyan. 

s S. E. M., Inc., of 5 Bromfield Street 
in Boston (Solomont & Ettinger, Inc.) 
celebrates its 50th anniversary this 
year. It is issuing a Golden Anniver- 
sary catalog. 

» Bryan Haldeman is new salesman 
for Swartchild & Co. in Boston. His 
territory covers Maine, New Hamp- 
shire and Vermont. 

# Aaron Minsky and Harry Heller 
will share new quarters at Room 401 
Jewelers Building in Boston. 


ws Stanley Ceron is sharing space 
with J. Rockman & Son in Room 905 
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ENGLAND 


Jewelers Building in Boston. 

es Mr. and Mrs. Murray Lurie of Mur- 
ray Jewelers in Quincy, Mass., went 
on a Caribbean cruise in March 
aboard the liner New Amsterdam. 

= It was erroneously reported in this 
column last month that Irons & Rus- 
sell Co., Inc., emblem manufacturer 
in Providence, R. I., had purchased 
the cross lines, tools, and inventory 
of J. J. White Manufacturing Co. of 
Providence. The Irons & Russell pur- 
chase was made from White Manu- 
facturing Co. of North Attleboro, 
Mass. 

ws Sherburne E. Miller has installed 
new fixtures and a new entrance in 
his quarters at 402 Jewelers Building 
in Boston. 

s Angelo Manjos of Hingham Jewel- 
ers in Hingham, Mass., moved on 
March 1 from 88 South St. to 58 
South St. 

ws Ribbon-cutting exercises by Mayor 
Philip C. O’Donnell of Peabody, Mass., 
officially opened the large new store 
of Marc-Berry, Jewelers, at 71 Main 
St., on Feb. 27. Proprietors are John 
Berry and Frank Marchesni. 

s Harry Kaplan, buyer for Lenox 
Jewelry Co. in Bridgeport, Conn., has 
been reelected a director of the Dia- 
mond Council of America. 

= Main’s Jewelry Store in Wakefield, 
R. I., has opened a gift store annex. 

s The Manufacturing Jewelers & Sil- 
versmiths of America has sent out 
questionnaires for its forthcoming an- 
nual wage survey, and is beginning to 
compile data. The group has also be- 
gun its bi-annual company policy and 
personnel practice survey. In other 
activity, MJ&SA is making efforts to 
assist manufacturing jewelers in the 
legitimate procurement of cut jade 
stones from West Germany. Users 
have been having trouble getting the 
jade because of a Treasury Depart- 
ment policy aimed at insuring that no 
goods enter this country from com- 
munist countries. 

s Stockholders of R. F. Simmons Co. 
in Attleboro, Mass., elected these new 
directors at a recent meeting: Harold 
E. Sweet, Hayward H. Sweet, George 
C. Spellmeyer, William K. Gold- 
thwaite and Marian Sweet Armstrong. 
= The Rhode Island Watchmakers 
Guild has begun an advertising cam- 
paign in newspapers to make consum- 
ers aware of the benefits to be had in 
buying from Guild members. Ads ask 
customers to patronize stores which 
display the Guild plaque. Members at 
a recent group meeting reelected all 
officers for a second term. They are: 
Vincent A. DeAngelis, president; 
Hugo Radoccia, vice-president and 
treasurer, and Stanley Makara, finan- 
cial secretary. 
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sion ring crystals. 
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Top: Bridge Partner Left: Schooner 


PIN MONEY 


Leonore Doskow designs have that special flair 
which create sales for you. 

The trio of pins in Sterling are also available 
as charms, money clips, key chains, and 
bracelets. 


Right: Anchor 


Write for Details 


LEONORE DOSKOW, Inc. 
MONTROSE NEW YORK 

















JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, N.Y. 
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COCK-A-DOODLE-DO: New officers of Chicago’s Golden Roosters’ Club, from 
left, are: William H. McGreevy, entertainment committee chairman; Melvin L. 
Goldman, keeper of the nest egg; John M. Biggins, 1958 Chanticleer; and 


Sidney Geller, scratcher. 


« First 1958 luncheon meeting of the 
Chicago Jewelers Association was 
held in the Crystal Room of the Pal- 
mer House Feb. 20. Al Lauschke 
presided. Speaker P. Irving Grinberg, 


_ executive vice-president of the Jewel- 


ers Vigilance Committee, asked for 
more support for JVC’s activities. 

ws Ed Cain & Co., Inc., of 29 E. Madi- 
son St. in Chicago, has purchased 
Hart Jewelry Co., Inc., of 27 E. Mon- 
roe St. Hart will continue to operate, 


| under the new name Hart Ring Co., 


Inc. Cain will deal in diamonds and 
mountings, Hart wil! handle stone- 


set rings. 





= Don Johnson, former jeweler and 
watch-clock repairman for Ramsey’s 
in Pardeeville, Wis.. has opened his 
own store in Rio, Wis. 

ws Thomas L. Hawk of Argo & Lehne 


_ Jewelers in Columbus, Ohio, has been 
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(Est. 1942) 
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heart Jewelry Co. 


awarded the title “registered jeweler” 
by the American Gem Society. 

= Kirk Bunjer has been named man- 
ager of Zale Jewelry Co’s. store in 
Ames, Iowa. He succeeds Grant Dud- 
geon, who will continue as a sales- 
man for the Ames store. 

= Wolf’s Jewelers in Topeka, Kan., 
is remodeling its interior and ex- 
terior. Store will remain open during 
construction. 

s T. L. Combs & Sons, Omaha, Neb., 
has moved from 1617 Harney St. to 
17th and Harney Sts. The firm was 
established in 1883. 

a J. C. Sipe’s Son, Indianapolis, Ind., 
has moved from 107 Monument Circle 
to Rooms 901-905 Electric Building, 
Monument Circle. 

s Richard Goodheart, owner of Good- 
in Sedalia, Mo., 


recently completed a three-day re- 


| fresher course in diamond grading, 
| given in Kansas City by C. A. Kiger 


| Co., a major importer. 
| tains 


Kiger main- 
an ultra-modern laboratory, 
which is kept under constant temper- 
ature, and which has _ specially-de- 
signed lights so that there are no 
shadows to interfere with accurate 
grading of gems. 


es Some 40 million hairsprings and 37 
years after Clara Kern and her sis- 
ter, Mrs. Ada Stinett, began work 
for Elgin National Watch Co., they 
are now retiring together, plan to do 
some traveling across the nation. 

e C. Bert Pattee of S. H. Clausin & 
Co., Inc., in Minneapolis, has been 
awarded the American Gem Society 
title Graduate Member (wholesale). 
By so doing, Pattee made possible the 
AGS appointment of S. H. Clausin 
Co. as a “Member American Gem 
Society.” To get the firm title, a 
supply house must have sound busi- 
ness policies, and must have on its 
staff one or more persons with indi- 
vidual AGS awards. Membership is 
rewon each year by passing exams on 
current developments in gemology. 

« Austin Harmon. who for eight 
years was advertising manager of 
the Goldman’s jewelry store chain in 
Kansas City, Mo., has joined Hal 
Sandy Inc., Kansas City advertising 
agency. He is treasurer of the city’s 
Art Directors Club. 

= Employees of Cortland Jewelers’ 
Eau Claire, Wis., store have captured 
the firm’s annual “Silver Cup 
Award.” The cup, filled with silver 
dollars, is presented to that store in 
the Cortland organization which has 
the greatest net gain of sales over 
the previous year. The Eau Claire 
store competed against units in Wau- 
sau, LaCrosse, Winona, Minn., Fort 
Dodge, Iowa and St. Paul, Minn. 

s Sam Pearl has been appointed gen- 
eral manager of Rose Jewelry Co., 
Inc., Detroit. 

= Some 145 displays went on exhibi- 
tion at the semi-annual Denver Gift 
and Jewelry Show at the Albany Ho- 
tel Mar. 2-5. Both a buyers party 
and a dinner dance were held during 
the Show. 

= Don Lynch has joined his brother 
Quinten in the operation of Lynch 
Jewelry in the Parklane Shopping 
Center in Wichita. Kan. He is a 
graduate of Elgin Watch College, will 
handle watch repairs. 
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= Jean Boyd has 
buyer of costume jewelry and hand- 
bag lines for C. D. Peacock, Inc., 


been appointed 


Chicago. 


Tk 


# A bill asking for establishment of 
a Kentucky board of examiners for 
watchmaking certification was pre- 
sented to the Kentucky Congress in 
Frankfort. The board would examine 
and certify watchmakers and regulate 
the various phases of the craft. 

= Kenny’s, a gift and jewelry shop, 
was opened last month in the down- 
town business district of Morgan City, 
La. Mr. and Mrs. P. H. Kenny are 
owners; Paul Krauss is a staff mem- 
ber. 

= Calvin E. and George W. Broyles 
have opened a second store, at 616 
D St. in South Charleston, W. Va. The 
Broyles also own a store in Spring 
Hill. 

s William C. Whorley has sold his 
Arkadelphia, Ark. store to Bob Brown- 
ing of Gurdon. 

= Louis Lesser of Lesser’s Jewelry in 
Charleston, S. C., has been elected 
president of the Charleston Credit 
Managers Association. 

s Tower Jewelers has moved into its 
new location at 1725 S. Staples St. in 
Corpus Christi, Tex. Mr. and Mrs. 
J. L. Hull are owners. 

es Winifer W. Freeman, watchmaker 
for G. B. Corder in Somerset, Ky., for 
the past 11 years, has been named 
recipient of the Kentucky Watch- 
maker’s Association award “Outstand- 
ing Watchmaker 1957” (see photo). 
During World War II, when he learned 
much of his watchmaking skill, Navy- 
man Freeman’s contributions to the 
aircraft hydraulic field earned him 
a recommendation to become the 
Navy’s youngest Chief Warrant Of- 
ficer, but frozen promotions at the end 
of the war denied him this honor. 
He is married, has three sons. 

« The Winston-Salem Watchmakers 





= Kay Zukley, jeweler of Zion, IIL, 
was elected chairman of the Commer- 
cial Division of Zion’s Chamber of 
Commerce. 


SOU TH 


Guild saw Bob Swicegood of Swart- 
child & Co. demonstrate the newest 
in ultrasonic cleaning machines at 
a meeting Feb. 13. These new com- 
mittee chairmen were appointed: 
James Motsinger, membership; Al- 
bert Darnell, attendance; K. A. Free- 





man, sick and relief; Bob Underwood, | 


social; and J. A. Long, project. 

= Margaretha Schultz has been ap- 
pointed assistant buyer of jewelry for 
Hutzler Bros. of Baltimore. 

= Myron E. Freeman & Bros. has 


opened another jewelry store, at 185 | 


Peachtree St. N. E. in Atlanta. 

ws Charles C. Schwarzschild has been 
elected vice-president of Schwarzschild 
Bros., Inc., in Richmond, Va. Charles, 
who has been with the firm since 
1935, is the son of the late store 
founder Gus M. Schwarzschild. 

es Mr. and Mrs. W. W. Weatherman 
have opened a jewelry store at 132 S. 
Center St., Goldsboro, N. C. They 
also operate a store in Raleigh. 

= Russell Perel was named president 
of Perel & Lowenstein in Memphis, 
Tenn., at a recent board of directors 
meeting. He succeeds his brother 
Philip, who was elected executive vice- 
president and chairman of the board. 
E. A. Pontius was reelected secre- 
tary-treasurer. 

ws Cooper’s Jewelry & Gifts recently 
opened in its new, larger quarters at 
2509 14th St. in Gulfport, Miss. J. B. 
and Morene Cooper are owners. 

a The semi-annual! board of directors 
meeting of the Mississippi Retail Jew- 
elers Association was held Jan. 27, 
during the association’s second annual 
jewelers management conference. 
President Bill Lowery presided. Next 
board meeting was set for Apr. 20 in 
Jackson. 





‘bj 


KENTUCKY’S FINEST: Winifer W. Freeman, center, smiles fondly at the 


Outstanding Watchmaker 1957 plaque given him by the Kentucky Watchmakers 
Association. James M. Dodson, left, association president, and William L. 
Farmer, chairman of KWA’s selection committee, look on. 
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BUY DIAMONDS DIRECT 


FROM LEADING N. Y. DIAMOND 
CUTTER & MAKE MORE PROFIT 


WE SPECIALIZE IN STONES 
¥%2 TO 3 CARATS ALL SHAPES 
WE SHIP TO YOU ON MEMORANDUM 
YOU PAY ONLY WHEN YOU SELL 








OLD MINE DIAMONDS AND 
BROKEN STONES BOUGHT 
RE-CUTTING FOR THE TRADE 


BANKING REFERENCES UPON REQUEST 


JACK BLAUWEISS 


Est. 1915 
Plaza 7-2413 








22 W. 48th St. New York 36, N. Y. : 








Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 


Diamonds China Old Gold 
Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 
Established 1880 
(Div. of M. Y. Finkelman Co.) 

29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 
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matching price tickets. Write for . 
. 150 West 46th St., 
Edwin reed inc. we. ¥. 36, 15-3232 
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IT'S GOOD FOR THE 
LUSTRE 


Because of their beauty and perfection, 
there are no limits to the amount of 
pampering TOGA pearls get. You'll 
know what we mean when you see 
them—and so will your clients. 


WRITE TODAY FOR FREE NEW CATALOG show- 
ing the complete line of necklaces, chokers 
and cultured pearl jewelry. 


Memorandum selection rushed upon request 


A Division of Maurice Goldman & Sons 
10 W. 47 St. New York, N. Y. 
Suite 903 PL 7-5764 PL 7-8293 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bene China 
MASON'S Ironstone Ware BELLEEK® China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 Sth Ave., New York 16, N. Y. 
AL. 4-0104 

















WEDGWOOD 


Bone China Dinnerware, Queen's Were 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











Watches Wanted — Any Make or Age 


Highest prices are paid for Antique 


Jewelry, Platinum, Diamonds, Sterling 


Package kept aside 10 days, subject to 
your approval of our remittance 
Reference Dun & Bradstreet 
ANTIN’S 114 Beronne Street 
New Orleans 12, La 
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es Garvin B. Tuley of Brad Jewelers 
has been elected president of the 
Dallas Watchmakers’ Guild. Other 
officers named are James E. Hill of 
Casa View Jewelers, vice-president; 
Joe DeLeon of DeLeon Watch and Re- 
pair Shop, secretary; and Bob Ray- 
mond of R. B. Raymond Jewelers, ex- 
ecutive secretary and treasurer. 


# A closed-circuit television system, 
recently installed by Levitt Jewelers, 
in Houston at a cost of $2,000, enables 
customers on the main floor to watch 
stones re-set and jewelry repaired on 
other floors of the store. The firm 
specializes in “while you wait” dia- 
mond setting and repair work. 

= Joe Koen & Son of Austin, Tex., 
recently celebrated its 70th anniver- 
sary in business. 


ws Ted Ray has been appointed sales- 
man for the Texoma Wholesale Jew- 
elry Company in Dallas. He will 
handle the territory formerly covered 
by the late J. L. Coley. 


ws Garber’s Gem Shop has opened at 
4189 Avenue D in Lawton, Okla. 


=e M. V. Waterfield, owner of the 
Brookside Jewelry Store in Tulsa, 
Okla., has been awarded the diamond 
certificate of the Gemological Insti- 
tute of America. 


= Ray Morris, of Midland, Tex., has 
been elected president of the watch- 
makers of the Permian Basin. Other 
officers named were R. E. Gutte, of 
Big Spring, vice-president; J. C. 
Whisenant, of Odessa, secretary and 
Vernon Shock, of Midland, treasurer. 


= Gordon’s Jewelry has opened a 
branch store at 125 Plaza Terrell in 
the new Terrell Plaza Shopping Cen- 
ter in San Antonio, Tex. 

s Dan Denson has been named man- 
ager of the jewelry department of 
Sears, Roebuck and Company in San 
Antonio, Tex. 


= Some 145 exhibitors showed the lat- 
est in china, glassware, dinnerware, 
giftware, watches, silverware and 
precious and costume jewelry Mar. 2-5 
at the Denver Gift & Jewelry Show. 
The event drew 3000 merchants from 
the inter-mountain and west central 
states. A buyers’ party and a dinner 
dance were held at the Hotel Albany, 
scene of the show. 

s Grady Swindle, owner-operator of 
jewelry stores in Dublin and Stephen- 
ville, Tex., recently opened a new 
store in Comanche, Tex. 

ws Mrs. F. L. Kelley of Kelley’s Jew- 
elry in Weatherford, Okla., recently 
presented a table setting demonstra- 
tion to the Home Economics Club of 
Southwestern State College. 


SOUTHWEST Ll 


® Raskin’s Jewelers in Oklahoma City 
has sold the stock of its old store, will 
buy all new stock for the opening in 
its new location at 200 W. Main St. 
sometime this month. 


ws Ted Zale, son of William Zale who 
is a member of the namesake chain 
store’s board of directors and chair- 
man of its finance committee, is as- 
sistant manager of Zale’s new Ok- 
lahoma City store. Ted assists Robert 
D. Kahn. 


ws H. E. Miller, formerly of San Juan, 
Tex., has taken over management of 
C. E. Ross Jewelry in El Paso. He 
recently purchased the store’s assets. 


ws Gene Coats, former Cleveland, Tex. 
resident, has purchased M. H. Cordill 
in Navasota, Tex. Store name has 
been changed to Navasota Jewelry Co. 


# Wheeler Jewelry has moved from 
the Coronada Plaza Center in the 
Warr Acres district to 4026 N. Mac- 
Arthur St. in Oklahoma City, Okla. 
Mr. and Mrs. Hal Wheeler are owners. 


ws Fred Joiner, a 1949 graduate of 
the Southwestern State College school 
of watchmaking in Weatherford, 
Okla., has purchased Melba’s Jewelry 
in Del City, Okla. New store name is 
Joiner’s Jewelry. 


ws Mr. and Mrs. Lyle Harvat have just 
completed remodeling and expanding 
their store in Bristow, Okla. New 
lines include costume jewelry, silver- 
plate, crystal, china and table lamps. 


= Bill G. Pulis has been named man- 
ager of the newly-opened Ditmore’s 
Jewelry branch store in Deming, N. 
Mex. Pulis becomes head of the fourth 
of the jewelry firms owned by the 
Ditmore family. Other stores are in 
Anadarko, Okla., and El Paso, Tex. 


= Cruse Jewelers at 112 N. Sixth 
St. in Waco, Tex. has changed its 
name to Caldwell Jewelers and Watch 
Repair. C. H. Caldwell, a native South 
Carolinian, purchased the store last 
year from Red Cruse. 

=» The semi-annual meeting of Tola 
Tumbleweeds, southwest’ traveling 
salesmen’s group, was held Feb. 15 at 
the Hotel Adolphus in Dallas. Presi- 
dent Morman Teguns presented prizes 
to winners of the just-completed 
membership contest. They are Joe M. 
Higginbotham III of Higginbotham 
Jewelry Co., six new members signed; 
and Phil Zaglin of Phil Zaglin Sales, 
four new members signed. 

= New trends in gifted gifts and 
imaginative jewelry were noted by 
buyers who attended the semi-annual 
Allied Gift & Jewelry Show Feb. 16 
in Dallas. Some 275 exhibitors dis- 
played their wares. 
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# A San Fernando Valley Jewelers 
Association was officially founded Feb. 
12, when California RJA first vice- 
president Wally Binford and Joe 
Houston invited San Fernando Valley 
jewelers to a district meeting at Al- 
fredo’s for the purpose of organiza- 
tion. Al Davina of the Washington 
National Insurance Co. was on hand 
to inform prospective members of the 
CRJA group insurance plan. Officers 
elected to direct the activities of the 
newly formed group were: President 
Leo J. Trathner of Lynn’s Jewelers 
in Sun Valley; vice-President Joa 
Houston of Joe Houston Jewelers in 
Sherman Oaks; Secretary George S. 
Godfrey of Lynn’s Jewelers, and 
Treasurer Sol Partner of Hart’s Jew- 
elers in Van Nuys. 

s A regular meeting of the California 
Retail Jewelers Association board of 
directors was held Mar. 2 at the 
Fresno Hacienda, in Fresno. Plans 
for the trade show and convention 
were discussed. 

= Del Nadeau, owner of Allen’s Jew- 
elers in Torrance, Cal., has been 
elected president of the downtown 
businessmen’s division of the Torrance 
Chamber of Commerce. 

® Directors of the Jewelers Vigilance 
Committee from California, elected 
during the organization’s 45th annual 
meeting in January in New York, 
are Walter H. Butler Sr. of E. W. 
Reynolds Co. in Los Angeles, and 
Julius Loeb, of Loeb & Velasco in 
Oakland, Calif. 

= Karel Pappie is now a manufac- 
turers’ representative, with offices at 
448 South Hill St. in Los Angeles. 

= Leonard Koch has joined Philip 
Wolman Co. at 315 W. Fifth St. in 
Los Angeles. Koch was formerly with 
Richard Abrahams of San Francisco 
and Higbee & Dorrer of Los Angeles. 
= Kane Jewelers, owned by Bill Kane, 
recently opened in its new location 
at 8620 S. Vermont Ave. in Los An- 
geles. 

= Robert B. Westover, West Coast 
merchandising coordinator for the in- 
ternationa] division of Foote, Cone 
& Belding advertising agency, was 
the guest speaker at the Feb. 18 
meeting of the Jewelers 24 Karat 
Club of Southern California at the 
Elks Temple, Los Angeles. Westover 
is responsible for sales promotion 
and merchandising in eleven western 
states for the agency’s client, The 
Watchmakers of Switzerland. 

= Bernard A. MacDwyer is now as- 
sociated with Joseph Mordasini & 
Sons, diamond importers of 760 Mar- 
ket St. in San Francisco. 
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WEST COAST 


e Arthur Ballard, owner of Ballard 
& Ballard in Los Angeles, has pur- 
chased the mountings and wedding 
ring stock of Higbee & Dorrer, plus 
other large inventories from other 
sources. The mounting department is 
now headed by Thelma Wachtel, a 
former Higbee & Dorrer employee. 
ws Max Wolman of Los Angeles has 


taken over Higbee & Dorrer’s stock | 
religious goods and | 


of neck chains, 
pearls. 

e Stanley O. Jacobs Co., wholesale 
jeweler at 315 W. Fifth St. in Los 
Angeles, is expanding its jewelry 
department and taking in new lines. 
The firm has sold its watch material, 
watch tools, sundries, and box depart- 
ments to Friedman-Gessler Co., Los 
Angeles. 

= Simon-Green Co. of Los Angeles 
has added the salesmen: Simon Sher- 








man for inside sales and Kenneth | 
Sischo for Arizona and southern Cali- | 


fornia. 

= George C. Houston, Los Angeles 
importer and cutter of precious 
stones, and manufacturer of gem 


stone rings, has purchased all models | 
and dies of James A. Apffel Co., Inc. | 


Houston will continue to market the 
more popular Apffel designs, among 
them the Offset Series of rings and 
the Masonic ring line. 

= Kelly’s Jewelers has moved to a 
completely new store at 304 F St. 
in Eureka, Cal. Store associates are 
Vi Rodden, Keith Moore, James Stew- 
art, Virgil Kelly and Gertrude 
Mathes. Claude Kelly is owner. 

= Norman M. Burns has been named 
manager of Weisfield’s at 925 K St. 
in Sacramento, Cal. He has been with 
Weisfield’s for four years and man- 
aged the Eureka branch. 

s Edward J. Malligo of Wickersham 
Co., Bakersfield, Cal. has _ been 
awarded the certificate of registered 
jeweler by the American Gem So- 
ciety. 

s Malcolm W. Hatch has been ap- 
pointed vice-president in charge of 
sales for Donavan & Seamans Co. in 
Los Angeles. Hatch was formerly 
western division manager for Gor- 
ham. 

= Budd Rosenberg, who recently re- 
tired from Gensler-Lee diamond store 
chain after 37 years’ service, has 
opened offices as an advertising con- 
sultant at 251 Kearny St. in San 
Francisco. He was vice-president and 
advertising director at Gensler-Lee. 
ws Allan Hiersch, jeweler of La 
Puente, Cal., was recently elected 
president of the La Puente Rotary 
Club. 





QUALITY ONLY 


“EBERTIN" clip backs are hand-made of the 
best material and workmanship for manu- 
facturers of jewelry who want only the finest 
for their quality pieces. "“EBERTIN' clip 
backs, ear clips, and combination clips are 
available in a number of stock sizes in 14K 
or 18K white or yellow gold. Write for de- 
scriptive catalog. 
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EBERTIN 
BACKS 


are made only by 


GEORGES EBERTIN 
562 FIFTH AVE. « N. Y. 36, N. Y. 
CIRCLE 7-2610 





























Chatham Research Laboratories 
70—i4th St.. San Francisco 3, Californie 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
Available in the World 

















HEADQUARTERS 
for Nationally 
Known Lines 


In our own building with Greater 
Facilities for Better Service 


AMITY U S$ TIME ALVIN 
NORELCO SEMCA EVANS 
ARVIN INGRAHAM SCHICK 
CASCO ULYSSE NARDIN WESTINGHOUSE 
WEST BEND WATERMAN 

| DELTAH SPEIDEL DORMEYER 

| RUMPP HAYWARD OSTER 
SESSIONS REMINGTON TRAVELER 





TWILIGHT STAR DIAMOND RINGS 


and Many Others 


Catalog Twice Yearly * Ask for Yours Today 


JOSEPH HAGN COMPANY 


Wholesalers Since 1911 


325 West Madison Street, Chicago 6, Mlsols 
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PRECIOUS STONES 


Emeralds 
Rubies 
Sapphires 
Catseyes 
Biack Opals 


In every shape and quality 


MARTIN I. HARMAN 


10 W. 47 St., N. Y. 36, N. Y. 
Circle 6-0677 





Fine 
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CARNATIONS $550 ; For Both 
Shipped Tegether 
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WINDOW DISPLAY KIT Postege 
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Executive Appointments 








Situation Wanted 
Help Wanted 
Lines Wanted 

Side Lines Wanted 
Business Opp. 


For Sale 


es? 


You can find an advertisement 
of any type in the Classified 
Section of JC-K on pages 


207-209 





NYE’S “2 OILS 


The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford Mass. 





W. M. Wochos, former manager of 
the Elgin National Watch Co. case 
plant in Dayton, Ky., has been 
named assistant to Harold E. Corr, 
vice-president and general man- 
ager of Elgin’s watch division. 
Wochos’ initial assignment will be 
to coordinate consolidation of the 
watch division’s facilities. 


Sol E. Flick 


Sol E. Flick has been named as- 
sistant secretary of Bulova Watch 
Co. Lawyer Flick will continue 
ax counsel for Bulova, a position 
he has held since 1941. 


Gruen Watch Co. has announced 
these new in-organization appoint- 
ments: Frank M. Rogers, from 
general sales manager to vice- 
president for sales; Ralph M. 
Somerfield, from advertising man- 
ager to vice-president in charge 
of advertising; and Raymond L. 
Brewster, from treasurer and 
comptroller to vice-president and 
treasurer. 


Frank M. Rogers 


Rufus A. Fulton 


Rufus A. Fulton, marketing vice- 
president for Hamilton Watch Co., 
has been named a director of the 
firm. He has served as a Hamil- 
ton vice-president for the last two 
years, is a 30-year veteran in the 
marketing field. 


Robert E. Carroll, Jr., has been 
appointed director of advertising 
and public relations for E. In- 
graham Co., watch and clock 
maker of Bristol, Conn. Carroll 
will oversee marketing studies 
and product research among con- 
sumers. 


Ralph Z. Sorenson, veteran West- 
inghouse sales executive, has been 
named manager of utility sales 
for the electric appliances divi- 
sion. He succeeds Robert M. 
Beatty. He joined Westinghouse 
in 1939, in Chicago. 


Harry B. Henshel has been named 
financial vice-president of Bulova 
Watch Co. He succeeds Stanley 
Simon, who will continue as a 
Bulova director. 


Ralph M. Somerfield Raymond L. Brewster 
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Coming Events 


eas ae Glee eee * 


11-20—Washington State Interna- 
tional Trade Fair, National Guard 
Armory and Olympic Hotel, Seattle, 
Wash. 

12-13—-Wisconsin Watchmakers As- 
sociation annual convention, Hotel 
Foeste, Sheboygan. 

12-13—Kansas RJA annual conven- 
tion, Allis Hotel, Wichita. 

13-14—Alabama RJA annual con- 
vention, Thomas Jefferson Hotel, Bir- 
mingham. 

15—Massachusetts and Rhode Is- 
land RJA annual convention, Uni- 
versity Club, Boston. 

20-21—-South Carolina-Georgia RJA 
joint annual convention, Clemson 
House, Clemson, S. C. 

27-28—Maryland - Delaware - Dis- 
trict of Columbia Jewelers Associa- 
tion annual convention, Emerson Ho- 
tel, Baltimore. 

27-28—New York RJA annual con- 
vention, Hotel Mark Twain, Elmira. 

27-28—Wisconsin RJA annual con- 
vention, Hotel Pfister, Milwaukee. 

27-29 — North Carolina - Virginia 
RJA joint annual convention, Robert 
E. Lee Hotel, Winston-Salem, N. C. 


es 


3-4—Arkansas RJA annual conven- 
tion, Arlington Hotel, Hot Springs. 

4-6—F lorida RJA annual conven- 
tion, Sans Souci Hotel, Miami. 

4-7—-Miami Beach Gift, Jewelry 
and Housewares Show, Biscayne Ter- 
race Hotel, Miami, Fla. 

3-12—United Jewelry Show, Shera- 
ton-Biltmore Hotel, Providence, R. I. 

7-17—Second U. S. World Trade 
Fair, Coliseum, New York. 

17-18—Tennessee Horological So- 
ciety annual convention, Mountain 
View Hotel, Gatlinburg. 

18-20—Florida Gift, Jewelry and 
Novelty Market, Miami Beach Audi- 
torium. 

18-23—-New York Stationery Show, 
Hotel New Yorker. 

30-June 2—Watch Material Dis- 
tributors Association of America an- 
nual convention, Deauville Hotel, 
Miami Beach, Fla. 


2: ae 


4-6 — National Wholesale Jewelers 
Association annual convention, Shel- 
bourne Hotel, Atlantic City. 

7-8—Texas Watchmakers Associa- 
tion annual convention, Shamrock- 
Hilton Hotel, Houston. 

7-8—New York State Watchmak- 
ers Association convention, Seneca 
Hotel, Rochester. 

10-11—Educational Jewelry Manu- 
facturers’ Association annual meet- 
ing, New York Athletic Club, New 
York. 

16-27—International Home Fur- 
nishings Market, Merchandise Mart, 
Chicago. 
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22-23-Vermont RJA annual con- 
vention, The Lodge, Stowe. 

29-30—New Hampshire RJA an- 
nual convention, Wentworth-by-the- 
Sea, Portsmouth, N. H. 


i. Sy 7 

6-11—New York Lamp Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

6-11—New York Home Furnishing 
Accessories Show, Trade Show Build- 
ing. 

7-11 — National Housewares Ex- 
hibit, Atlantic City, Auditorium, N. J. 

13-18—National China, Glass and 
Tableware Show, Hotel New Yorker, 
New York. 

20-23—Washington Gift Show, Ho- 
tel Willard. 

20-23—-Southeastern China, Glass 
and Gift Show, Municipal Auditorium 
and Atlanta Biltmore Hotel, Atlanta, 
Ga. 

20-23 — Annual Southern Jewelry 
Show, Atlanta. 

20-25 — Western Furniture, Lamp 
and Accessories Show, Exhibit Hall, 
San Francisco. 

97-31—Retail Jewelers of America, 
Chicago convention and trade show, 
Conrad Hilton Hotel. 


Bae ee. So; F 


3-6—China, Glass, Gift, Jewelry, 
Toy and Stationery Show, Civic Audi- 
torium, Sheraton Palace, St. Francis 
Hotel, Western Merchandise Mart, 
San Francisco. 

8-14—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

3-15 — Merchandise Mart China, 
Glass and Gift Market, Chicago. 

10-13—Portland Gift Show, Public 
Auditorium, Plaza and Benson Ho- 
tels, Portland, Ore. 

10-14—-Retail Jewelers of America, 
New York convention and trade show, 
Waldorf-Astoria Hotel. 

17-20—Seattle Gift Show, Civie Au- 
ditorium, Olympic and New Wash- 
ington Hotels and Terminal Sales 
Building, Seattle, Wash. 

24-26 — Pennsylvania RJA annual 
convention and Seventh Jewelry Fair, 
Penn-Sheraton Hotel, Pittsburgh. 


24-26—Spokane Gift Show, Daven- 


port Hotel, Spokane, Wash. 

24-27—Ohio State Gift Show, Hotel 
Deshler-Hilton, Columbus. 

24-29--New York Gift Show, Hotel 
New Yorker and Trade Show Build- 
ing. 

29-31—-United Horological Associa- 
tion of America annual convention, 
Albany Hotel, Denver, Colo. 

80-31—-Texas RJA annual conven- 
tion and TOLA Tumbleweeds semi- 
annual meeting and reception, Hotels 
Adolphus and Baker, Dallas. 

31-Sept. 2—Ohio RJA annual con- 
vention, Netherland Hilton Hotel, 
Cincinnati. 

81-Sept. 3 — California RJA, in 
conjunction with the Retail Jewelers 
of America, Inc., annual convention. 











4.6. Beckon bo 


CHICAGO 
22 W. Madison St. 


CINCINNATI 
37 W. Seventh St. 


DENVER 
511 Sixteenth St. 


NASHVILLE 
315 Fourth Ave. N. 





(7 Remember Grand- 

fag mother on Mother's 
Day with a girl or 
boy silhouette me- 
dattion, engraved 
with the names and 
birthdates of each 
grandchild, or a 
round, heort, ofr 
book picrwe locket 
to hold her grand- 
children’s favorite 
photographs. 
We have a complete 
selection of origi- 
nal Grandmothers’ 
Bracelets also from 
which to choose the 
one that will make 
hers the happiest 
Mother’s Day ever. 


Original 
NDMOTH 
BRACELET ~* 


“Grandmother's” Bracelet is a 
copyrighted name of the A. C. 
Becken Co. If you are not on 
our regular mailing list, please 
write for illustrations and prices. 
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Solve 


your 
polishing, 
plating, 
lacquering 


problems 


...at a price! 


Solving your polishing, 
plating, and lacquering 
problems need not cost 
more money. 


At Micro Plating, our 
Polishing and Lacquering 
Department has devised 
methods of increasing 
quality of this work with- 
out increasing costs. 


A telephone call will 
bring our representative to 
you to discuss your prod- 
uct and give you an accu- 
rate estimate. 


MICRO PLATING 


CORP. 
43 W. 13th St. + New York 11, N.Y. 
AL 5-1850 


Lif 














| Obituaries 





Charles E. Baumle, 48, formerly 
with Wallace Silversmiths and 
more recently general sales man- 
ager of Jackson China and Vogue 
Ceramics, died Mar. 5. He is sur- 
vived by his wife and two chil- 
dren. 


Alexis W. Bearce, for many years 
New York manager of the William 
A. Rogers division of Onedia Ltd. 
Silversmiths, died Mar. 3. He was 
well-known throughout the jewelry 
industry. After retiring in 1950, 
he had traveled widely across the 
nation. He is survived by his wife, 
a daughter and two grandchildren. 


Henry Biilauer, 69, prominent 
jeweler, philanthropist and civic 
leader of Woburn, Mass., died 
Jan. 21. He set up a Billauer 
scholarship award for graduates 
of St. Charles Parochial School] in 
Woburn. 


Emanuel Ciner, 92, founder in 
1892 and senior partner of the 
New York jewelry manufacturing 
firm bearing his name, died Feb. 
8. Three sons survive. 


Jean Paul Gaston Darrott, 65, 
former design director for Gen- 
eral Time Corp. and one of the 
nation’s foremost time-piece de- 
signers, died Feb. 14. He design- 
ed the huge clock on the Para- 
mount Building in New York. 


Frank Hyde, 94, who spent 68 of 
his years in the jewelry business 
before he retired in 1950, and who 
was a resident of Sioux Falls, S. 
Dak. before that territory became 
a state, died Feb. 19. His wife, a 
son and a daughter survive. 


Robert Clayton Land, Jr., well- 
known jeweler and former mem- 
ber of the town council of Em- 
poria, Va., died Feb. 27. He was a 
past chief of the Emporia fire de- 
partment. His wife and a son 
survive. 


Arthur E. Manheimer, 69, retired 


Chicago importer and distributor 
of watches, died recently. He was 
a former president of the Hamp- 
den Watch Co., Chicago, and once 
owned a watch firm bearing his 
name. Surviving are his wife, two 
sons, and a stepson. 


Otto H. Mengel, 62, vice-president 
of American Jewelers, Inc., in 
Newark, N. J., died Mar. 6. Mengel 
held numerous patents in the man- 
ufacture of jewelry, was once a 
leading ring designer. His wife 
survives. 


William B. Meyers, 79, owner for 
35 years of the William B. Meyers 
Co. of Newark silversmiths, died 
Mar. 3. Himself one of the na- 
tion’s most highly regarded mas- 
ter silversmiths, his work was 
exhibited at both the New York 
World’s Fair and the San Fran- 
cisco Exposition. President Frank- 
lin D. Roosevelt had some of 
Meyers’ pieces in his personal col- 
lection, and a permanent collec- 
tion of Meyers miniatures is on 
display at the Ford Museum in 
Dearborn, Mich. In recent years 
Meyers’ specialized in making 
Jewish religious objects. His wife 
and a son survive. 


Edward J. Shaeffer, 55, long-time 
employee of Jules Racine & Co., 
died Mar. 6. He was well-known 
throughout the watch business. 


William Sturdy, 83, of William A. 
Sturdy Manufacturing Co. in Nor- 
ton, Mass., died Feb. 7. 


Sidney E. Thompson, 77, presi- 
dert of Copeland & Thompson, 
Inc., U. S. representative for 
Spode china, died Jan. 24. In 1947 
he was made a Freeman of the 
Worshipful Company of Gold- 
smiths of the City of London, an 
honor bestowed on only two other 
Americans—the late J. P. Morgan 
and John Marshall Phillips, late 
curator of the Garvan collection 
at Yale University. His wife, a 
son and a daughter survive. 


Donald F. Trask, 50, owner of 
Donald F. Trask in Ludlow, Vt., 
died Feb. 16. His wife and a son 
survive. 
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| Personnel 





Louis Mushkin, for many years with 
Rogers Jewelry and Markson Bros., 
Boston, has joined the firm of Louis 
F. Guiness, Inc. He will cover the 
northern New England territory. 


(Above, left) 
S. Kessler 
(Above) 
J. Kay 


(Left) 
M. Levin 


Three new sales representatives 
have been appointed by Longines- 
Wittnauer Watch Co. Seymour Kess- 
ler will cover parts of New York 
State and Pennsylvania; Jeffrie Kay 
will cover the state of Washington, 
parts of Idaho and the territory of 
Alaska; Marvin Levin will cover parts 
of Wisconsin, Illinois and Iowa. All 
three men have had extensive expe- 
rience in the jewelry business. 


Four additions to the national sales 
staff of Mido Watch Co. of America, 
Inc., have been announced. Ross 
Payson will cover the District of 
Columbia, Maryland, Delaware, New 
Jersey and Eastern Pennsylvania. 
David A. Bentley will cover Illinois. 
F. A. Riddell will cover Colorado, 
Wyoming, Utah and western Nebras- 
ka. Leon I. Leonard will cover Wash- 
ington, Oregon, Idaho and Montana. 


Two new appointments are an- 
nounced by the Gruen Watch Co. 
Leo Gale, who joined Gruen three 
years ago as assistant director of 
styling, has now been made director 
of styling. Karl R. Stone, who has 
had many years of selling experience 
in the industry, has been named 
salesman for New England. 


Ed R. Teguns has joined Bridal 
Ring Co., makers of hand-carved 
Barel Bridal matched wedding ring 
sets, as Mid-Western representative. 
His territory includes Ohio, Indiana, 
Illinois, Michigan, Missouri, Iowa, 
Wisconsin and Nebraska. 
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Jack S. Comer has been appointed 
sales manager in Chicago of the West- 
clox division of General Time Corp. 
Comer most recently covered the com- 
pany’s Indiana-Western Michigan ter- 
ritory. He has been associated with 
Westclox since 1948. 


Willard “Bill” E. Pierpont has join- 
ed the sales promotion department of 
Gordon Bros., 38 Bromfield St., Bos- 
ton. For 20 years he was associated 
with Hamilton Watch Co. 


W. E. Pierpont H. Lynch 


Harry Lynch, active in the jewelry 
trade for the past 30 years, has been 
named eastern sales manager of Elgin 
National Watch Co. He takes over 
the eastern zone which was temporar- 
ily handled by T. J. O’Connell, central 
sales manager. He assumed his new 
duties on April 1 and O’Connell con- 
tinues in his present position. 


Grr —— 


A. C. Moseley has been named ter- 
ritorial representative of Hamilton 
Beach Co., division of Scovill Mfg. 
Co., Racine, Wis. He will cover 
Georgia and southeastern Tennessee, 
and his headquarters are in Atlanta. 


J. R. Boylan A. C. Moseley 
J. Russ Boylan has been appointed 
Southwest regional sales manager of 
Ronson Corp. He has been serving 
the same area for Ronson as sales 
representative for the past eight 
years. 


Richard S. Green has been ap- 
pointed sales manager for the Indian- 
apolis branch of Remington Rand 
Electric Shaver, division of Sperry 
Rand Corp. He _ succeeds Ronald 
England who has been transferred 
to the St. Louis office. Green was 
formerly in the Washington, D. C., 
office of Remington Rand Electric 
Shaver. 








in complete confidence. 








WATCH SALESMAN 


Extraordinary Opportunity 
for a Salesman Capable 
of Earning 
$15,000 to $25,000 a Year 


We're looking for the just-right man to represent us in a 
choice territory—Ohio, Indiana, Southern Michigan. 

. . . The man we seek should be experienced, reputable 
and preferably have a following among the retail jewelers 
in this territory. We are looking for a top-drawer sales- 
man—and are prepared to pay him exceptionally well! 
. . » Give full particulars in your letter. All correspondence 


FAVRE-LEUBA Watch & Chronometer Co., Inc. 
665 Fifth Avenue, New York 22, N. Y. 
Plaza 3-5451 
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Ronson Has Satellite Display 
For Butron-Fueled Lighters 


This full-color reproduction of the 
earth as seen from “missile-altitude,” 
around which orbits a Varafilame 
pocket lighter and Butron fuel cylin- 
der, is Ronson’s newest lighter dis- 
play. 

Unit, which is free with purchase 
of 6 or more Varaflame pocket light- 
ers of Butron-fueled table lighters 
(in any combination), is part of the 
firm’s introduction program for the 
new models. 

Chief Varaflame features: adjust- 
able flame and instant refueling. 

Contact Ronson Corp., Newark 2, 
N. J. 


Franchised Zodiac Dealers 
Receive Engraved Medallions 


Six-inch high engraved medallions 
like the one above are being given its 
franchised dealers by Zodiac Watch 
Co., as exclusive-agent identification 
display units. 


Bas-relief band of the various 
Zodiac signs encircles the inscribed 
legend “Agent Zodiac Watches.” Unit 
rests on a weighted base. 
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Kreisler Offers Display 
For Caribbean Watchbands 


A full gross of Kreisler’s Carib- 
bean nylon and dacron watch straps 
are displayed in this revolving carou- 
sel display. 

Unit is free with purchase of as- 
sortment No. 120. 

A series of compartments holds 
straps in place. Unit is wrought 
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iron with a tripod base, black and 
gold finish. 

Contact Jacques Kreisler Manufac- 
turing Corp., 9015 Bergenline Ave., 
North Bergen, N. J. 


Foster Metal Custom-Makes 
Tie Bar, Cuff Links for Firms 


Foster Metal designed this frying 
pan-motif tie bar and cuff link set 
to the specifications of an industrial 
account. 

Where orders meet minimum re- 
quirement costs of tooling, Foster will 
manufacture these custom sets fea- 
turing firm trademark or product or 
association signet. 

Contact Foster Metal 
Inc., Attleboro, Mass. 


Products, 


Community Has Clown Display 
For Child and Baby Market 


This counter or window display by 
Community division of Oneida Silver- 
smiths is free with purchase of any 
order of child or baby items totaling 
$40 or more net. 

Dealer’s choice of items is flexible; 
he can choose from infant feeding 
spoons up through junior size items 
scaled to adult pieces. 

Contact Community division of 
Oneida Silversmiths, Oneida, N. Y. 


Princess Diamond Ring Display 
Has Red Heart Sentiment Theme 


This first in a series of window dis- 
plays by S. H. Clausin Co. for its Prin- 
cess diamond rings line features an 
arrangement of large red hearts and 
stresses the sentiment value of dia- 
mond gifts as a cherished memory. 

Sentiment is also the theme of a 
new series of Princess newspaper ad 
mats, which are free to all dealers. 
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Ad copy suggests that “a little sen- 
timent now and then makes life 
warmer, richer, happier.” 

Contact S. H. Clausin Co., 41 N. 
12th St., Minneapolis, Minn. 
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Schick Offers Free Lighter 
With Each Purchase of Four 


Schick is offering jewelers one free 
butane lighter with each four pur- 
chased, plus a free metal and plastic 
counter display unit, in the $12.50 
Chrome Riviera models. 

The five lighters are retail-valued 
at $62.50. Cost of the package to 
jewelers is $30. 

Replaceable throw-away fuel tanks 
cost 75¢, are said to last for months. 

Other Schick lighters, from $10.95 
to $25, are not included in the deal, 
but are available at regular discount. 

A national ad program in maga- 
zines and on the Gisele MacKenzie 
TV show promotes the lighters. 

Contact Schick, Inc., Lancaster, Pa. 


Gift Box Now Offers 
Seven Patterns, Finishes 


Full tops and bottoms which allow 
for expansion are features of these 
folding giftware boxes from the Gift 


Box Corp. of America, being bal- 
anced by the lovely model. 

Newest patterns are silver polka 
dot and silver checkerboard. Other 
finishes are silver swirl, silver stripe, 
silver cluster, white alligator and 
white enamelin. 

Boxes are shipped flat to save 
space, are available in 11 sizes. A 
catalog is now ready, with informa- 
tion on prices, sizes and styles. 

Contact Gift Box Corp. of America, 
225 Fifth Ave., Suite 1229R, New 
York 10. 


Gruen Expands Promotions, 
Sponsors TV's “The Line-Up" 


“Weak in morals, but strong in 
good taste.” That’s how Gruen de- 
scribes the thief in a recent TV show- 
ing of “The Line-Up,” which it spon- 
sors; he chose a Gruen diamond 
watch as the most desirable item to 
steal in a jewelry store. 

“The Line-Up,” which reaches an 
estimated 40 million audience, also 
has a secondary run under another 
title, with an additional estimated 30 
million viewers. 
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Westclox Display Introduces 
New Model Alarm, New Color 


BIG BEN-BABY BEN 


Ww m\ WESTCLOX 


most Famous abarme! 





This counter display for Westclox 
Big and Baby Ben alarm clocks also 
introduces a new model—the luminous 
dial, spring-driven Baby Ben in a 
pink case to complement current 
home furnishing trends. Clock costs 
$7.95. 

The unit is shipped with all four 
clocks mounted and locked in posi- 
tion. 

Contact Westclox division, General 
Time Corp., LaSalle-Peru, Ill. 


International Nickel Prepares 
Palladium Information Booklet 


A 12-page booklet of information 
on choosing a diamond and a ring 
mounting is available from Interna- 
tional Nickel Co. 


For over-the-counter and direct 
mail distribution, the book explains 
carat, cut, color and clarity of di- 
amonds, compares palladium, plati- 
num and gold mountings. It is color- 
illustrated. 

Contact International Nickel Co., 
Inc., 67 Wall St., New York 5. 


GE Telechron Adds 
New Kitchen Clock Model 


An extensive advertising campaign 
in magazines and in 260 newspaper 
Sunday supplements, will introduce 
General Electric Telechron’s new 
kitchen clock “Simplicity.” Clocks 
were available to dealers late last 
month. 


Simplicity features a white circu- 
lar dial banded with copper or chrome 
color, black hands and numerals and 
a red sweep-second hand. It costs 
$8.95 retail. 


International Silver Begins 1958 Consumer Ad Program 














This three-frame display will help 
introduce International Silver’s new 
sterling pattern Pine Spray for April 
buying. Unit costs $7.50 itself. 

The International Silver Co. has 
announced its new consumer advertis- 
ing program for the first six months 
of 1958. 

In full-page duo-tone ads, Interna- 
tional Sterling will begin its cam- 
paign in April with the introduction 
of the new Pine Spray pattern, ap- 
pearing in leading women’s maza- 
zines. This will be followed in May 
and June by further ads. 

To provide market-by-market cov- 
erage, Holmes & Edwards Deep- 
Silver and 1847 Rogers Bros. silver- 
plate will be advertised at the local 





level, in Sunday newspaper supple- 
ments. 

Beginning Apr. 6 and continuing 
every two weeks, Holmes & Edwards 
DeepSilver will run half-page ads in 
17 newspapers reaching 15 million 
families in 16 major markets. These 
ads will promote both DeepSilver and 
the new Woodsong, plus a “Buffet 
Service” way to buy. 

1847 Rogers Bros.’ initial ad will 
appear Apr. 13 in 45 Sunday supple- 
ments. Opening ad will include a 
list of retailers who have purchased 
the new “Basic Set” combination fea- 
tured in the advertising. Three fol- 
low-up ads will remind women of 
this new way to give or get 1847 
Rogers Bros. flatware. 





Holmes & Edwards Offers 
Wrought-iron Display Stand 


This upright 
unit holds three 
Holmes & Ed- 
wards DeepSil- 
ver flatware 
chests. It has 
three mahogany 
shelves display- 
ing open chests 
in the new Wood- 
song pattern, 
and highlights 
the Buffet Bonus 
set being offered 
to introduce the 
pattern. 

Unit is free 
with purchase of 
a minimum or- 
der, or costs $15 
by itself, from 
International Sil- 
ver Co. 





Gainsboro of Boston Offers 
New High School Ring Line 


A low-cost line of sterling silver 
high school class rings is being pro- 
moted nationally by Gainsboro of 
Boston, jewelry distributor. 

Rings, in sterling silver and onyx, 
sell for $6.98 (slightly more with syn- 
thetic sapphires or rubies). Rings 
have a solid weight shank, are avail- 
able with name of any school or class 
year. 

Minimum order is three dozen 
rings, which includes free display 
tray and advertising material. Rings 
can be divided among class years. 

Contact Gainsboro of Boston, 1330D 
Beacon St., Brookline 46, Mass. 


Benrus Offers $5 Coupon 
In Reader's Digest Ad 


Benrus is taking a three-page full- 
color advertisement in the Reader’s 
Digest to offer consumers a $5 coupon, 
redeemable at any Benrus jeweler to- 
wards purchase of either of two 
watches featured in the ad. In addi- 
tion, readers are offered a $20 trade- 
in allowance on their old watch. 

The $5 coupon is built into a back 
cover fold-type Digest ad. Watches 
offered are a man’s self-winding 25- 
jewel model or a lady’s two-diamond 
watch retailing for $34.50. 

Watches are packaged in a double 
jewel-case inner box, are ready for 
presentation. 

Contact Benrus Watch Co., Inc., 50 
W. 44th St., New York 36. 


Seventeen, Sterling Makers 
Launch Joint Silver Campaign 


A spring sterling silver promotion 
aimed at the high school girl gradu- 
ate market will be launched by Seven- 
teen magazine in cooperation with 10 
leading sterling manufacturers. 

The “Your Sterling Opportunity” 
program will coordinate spring pro- 
motions of Alvin, Gorham, Interna- 
tional, Lunt, Kirk, Oneida, Reed & 
Barton, Stieff, Towle and Wallace. 

A pre-campaign outline suggests 
that high school teachers arrange 
field trips to local jewelry stores for 
lessons on the selection, care and use 
of sterling. Teaching aids are avail- 
able on a write-in basis from several 
of the participating firms; a detailed 
lesson plan is available from Seven- 
teen. Display unit is also offered. 

Contact Seventeen magazine, 488 
Madison Ave., New York 22. 


Columbia Diamond Rings Offers Diamond Tray, Window Display 


The window display at left com- 
bines light and motion to show the 
principle of Columbia’s True-Fit 
rings. A  vacuum-formed replica 
animates the features and the words 
“Tru-Fit” alternately appear and dis- 
appear. 

The tray at right—The Imperial 
“196” Series—displays 14 bridal sets 
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which are said to do the work of 196 
sets, with the sales appeal “Fit your 
finger, fit your budget.” 

Counter cards, new ring boxes, ad 
mats and direct mail folders, plus a 
national advertising campaign, are 
supporting dealer aids. 

Units are available from Axel 
Bros., Inc., Jamaica, N. Y. 


L & R Manufacturing Develops 
Tank Ultrasonic Cleaning Unit 


The new stainless steel tank shown 
was developed by L & R Manufactur- 
ing Co. for ultrasonic cleaning of 
clocks, watchbands and jewelry. 

Unit can be plugged into the gen- 
erator used with the L & R ultrasonic 
watch cleaner unit. Tank has a one- 
half gallon capacity, costs $135. 

Contact L & R Manufacturing Co., 
577 Elm St., Arlington, N. J. 


Jacoby-Bender Offers Leaf 
Display for Watchmate Bands 
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This new display for Jacoby-Bend- 
er’s men’s and women’s watchbands 
makes use of a watch case to show 
how a band will look on a wearer’s 
wrist. 

A woman’s Watchmate is attached 
around the case, on either side of 
which are two more bands, both men’s 
and women’s. 

“Watchmate Leaf Display” can be 
used for counter, window or show- 
case, features bands in gold-filled and 
waterproof stainless steel, in three 
different end styles. Unit is free. 

Contact Jacoby-Bender, Inc., Wood- 
side 77, N. Y. 


Farrington Makes Package 
For New Zodiac Watches 


Farrington Manufacturing Co., de- 
signer and maker of jewel cases, dis- 
play packages and metal specialties, 
has created a package for Zodiac 
watches. The Zodiac display case is 
blue inside and out, has lettered gold 
inscriptions inside. 
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Reed & Barton Has Displays 
For 1958 Flatware Program 


? 





This sterling flatware display is one 
of five new units designed for dealers 
by Reed & Barton to help launch its 
dealer-aid promotions for the year. 

Displays cost $7.50 each, include 
seasonal messages for Mother’s Day, 
the bridal season, summer dining, 
Fall and Christmas. Shown is the 
“Summer” unit, a scale model bar- 
becue setting, which promotes “din- 
ing out—at home.” 

“Mother’s Day” unit shows sterling 
on a bright blue apron trimmed with 
white lace; “Briddl” shows off seven 
sterling forks on white satin; “Fall” 
puts. sterling on_ richly - colored 
panels; and “Christmas” combines a 
Santa Claus and an attractive new 
house. 

Shipments are made six weeks in 
advance of the season they promote. 

Contact Reed & Barton Silver- 
smiths, Taunton, Mass. 


Wyler Packs Waterama Watches 
In Water-Filled Envelopes 


TRESS BPROME TIONG RET 2 


A step-by-step promotion plan for 
use during the 1958 graduation sea- 
son, built around the Waterama 
group of water-packed watches, is 
being distributed by Wyler Watch 
Corp. 

Promotion package includes give- 
away souvenirs for graduates, trade- 
in posters, mailing stuffers, ad mats, 
television films and movie slides. 

Center of the campaign are the 
“only watches that dare to be packed 
in water,” the Wateramas in water- 
filled plastic envelopes. 

Promotion packages are available 
from Wyler Watch Corp., 131 E. 23rd 
St., New York. 
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Mido Watch Has Display 
For Self-Winding Watches 


“Do you still wind your watch?” 
is the theme of this window display 
for Mido’s self-winding watches. 

Unit, designed and made in Swit- 
zerland, ties in with the firm’s na- 
tional advertising campaign. 

Ladies’ and men’s watches may be 
arranged on the terraced red and 
pink base, which is 40 in. long. Unit 
shows an enlarged poster version of 
the illustration used in Mido national 
ads, plus a cut-out photograph of a 
smartly dressed woman to lend fash- 
ion interest. 








Watch Co. of 
America, Inc., 580 Fifth Ave., New 
York 36. 


Contact Mido 
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For those Jewelers who do their own grading, here 

is a set of five Master Guide Stones that assure a 
fool-proof standard for buying and grading diamonds, 
making sales and appraisals. Write for details! 
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FEDERAL RESERVE BLDG., KANSAS CITY, MO. 












Minnesota Mining Designs 
Matching Gift Wraps, Ribbon 


A novel gift-wrapping idea com- 
bines Sasheen gift wrap paper with 
ribbon printed in matching patterns. 
“Twin-Trims” combinations, in pink 
floral, blue floral and pastel dot, can 
be used in matching or contrasting 
colors. Three ribbon widths and 
matching fiat folds of paper are avail- 
able for customer resale. 

For in-store wrappings, paper is 
available in 417 ft. counter rolls and 
100 ft. cutter hoxes; ribbon comes in 
100 yd. rolls in various widths. 


Contact Sasheen ribbon distributors 


or Minnesota Mining & Manufactur- 
ing Co., 900 Bush St., St. Paul, Minn. 





Your POCKETS WILL JINGLE... 


when you ship your precious metal scrap to 


Goldsmith. 90 years of “‘know-how” is reflected 


in the thousands of satisfied jewelers who 


continue to ship their jewelry scrap, gold filled 
and plated to Goldsmith 
Bros. with confidence. 


Bench sweeps, sink 


settlings, filings and 


polishings are refined 


so as to yield the maxi- 


mum in returns to you. 


SMELTING & REFINING CO. 


111 N. Webash Avenue, Chicago 2, ill. « 


74 W. 46th Street, New York 36, N.Y. 
OAKLAND 





Gemex Has Men's, Ladies’ 
Displays for New Watchbands 


This set of Gemex watchband dis- 
plays—one for the men’s, the other 
for the ladies’—shows 48 bands in a 
retail price range from $2 to $12.95. 

Ladies’ display pad shows 6 better- 
quality leather straps, 21 expansion 
bands. Men’s unit has 21 expansion 
bands. 

Total retail value of both “Red Vel- 
vet” units is $320.10. Cost to the 
jeweler is $141.82. Units are also 
available individually. 

Contact Gemex Corp., division of 
Adam Consolidated Industries, Union, 
N. J. 


Speidel Has Display Units 
For Tie-Slides, Pin Thru's 


Two black, gray and red velvet dis- 
play units for counter or window have 
been designed by Speidel. 

The matching units show Speidel’s 
tie slides and pin thru’s. 

Contact Speidel distributors or 
Speidel Corp., 70 Ship St., Providence, 
es 


Kaspar & Esh Introduces 
Diamond Necklace Charms Line 
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These six styles of miniature dia- 
mond charms on gold chains are Kas- 
par & Esh’s newest jewelry line. 

The display shown is free with pur- 
chase of the assortment of Chain- 
dears. Items cost from $27 keystone. 
Newspaper mats and illustrated con- 
sumer folders are available. 

Contact Kaspar & Esh, Inc., 126 W. 
46th St., New York. 
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Anson Introduces Twin-Lock 
Line of Identification Bands 





Anson has patented a new locking 
device for its 12K gold-filled and ster- 
ling silver “Twin-Lock” identification 
bands. 

The locking device has no moving 
parts, is secured on the wrist by fit- 
ting one end into the other. Bands sell 
for $10 to $16.50, each have a written 
lifetime guarantee. Package includes 
a booklet suggesting that bands be 
engraved with vital data front and 
back. In eight designs for men and 
women. 

Contact Anson, Inc., 24 Baker St., 
Providence, R. I., or local Anson dis- 
tributor. 


Waterman Counter Merchandise 
Spotlights Pen, Other Items 





Fountain pens can now be com- 
bined with cuff links, bracelet charms, 
watch bands and other gift items in 
this Waterman Gift Center, 12-tray 
revolving counter case. 

Gift Center is free with purchase 
of a special Waterman package. Unit, 
which can be stopped rotating by a 
customer-hold switch to allow closer 
inspection of items, has six trays on 
each side. 

Contact Waterman Pen Co., 1 Wa- 
terman Place, Seymour, Conn., or any 
Waterman representative. 
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Lapel Pin Helps Heirloom 
Introduce Young Love Pattern 


A scarf or lapel pin modeled after 
Heirloom’s new Young Love pattern 
is being offered at a special price to 
help introduce the newest Heirloom 
design. 

Pin, in sterling silver, retails for 
$1.50; is offered in assortments of 
six with the free display card shown. 

New pattern was introduced in 4 
magazine advertising featuring Art Beer . 
Linkletter and his two daughters : a 
Dawn and Sharon. Displays are ln ‘ 
available. Contact Heirloom Sterling 
division of Oneida Silversmiths, 
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engraving machine anyone 
can operate! 

A fine merchant adds some- 

thing tothe fine products he sells 


—more than 16,000 jewelers 
do it the ENGRAVOGRAPH way! 


Send for booklet 








rem feermtges ENGRAVING MACHINE CORI 


sAlela New York 3. N.Y 
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Bulova's New His Excellency 
Models Get National Build-Up 


This unit will help to introduce 
Bulova’s new series of 23-jewel, 
waterproof men’s watches—the “His 
Excellency” series — being promoted 
on a national basis beginning Apr. 24. 

The eight watches in the new offer- 
ing are priced from $59.50 to $135, 
feature six precision instruments, ap- 
plied numerals and recessed dials. 

Watches are packaged in molded 
blue plastic boxes, of which this dis- 
play show two. Display is in blue 
velvet with gold braid. 

Contact Bulova Watch Co., Inc., 








Bulova Park, Flushing 70, N. Y. 


Let’s get at the “heart” of the matter... 


Unique 
merchandising 
aids like this 
new window 


display... 


stimulate the 
buying action 
that help 


DIAMOND 
RING DEALERS BUILD UP 
IMPORTANT SALES VOLUME 


Other NEWSPAPER MATS, FOLDERS, RADIO 


sales makers SCRIPTS, BRIDE’S BOOKS, EASEL DISPLAYS, 
inclide:  WANDOW SIGNS, WEDDING RING TRAYS, ETC. 


Ask your Clausin Representative 


®REG U.S. T.m, Ss. Hi. CLAUSIN & co. 


Distributors for Princess Registered-Insured Diamond Rings 


MINNEAPOLIS ¢ SPOKANE e¢ SALT LAKE CITY 


























Linde Star Issues 
Sales Portfolio 


A portfolio containing a fashion 
report, newspaper ad mats, various 
window and counter display sugges- 
tions and a preview of spring fash- 
ions is being offered jewelers by Linde 
Star rings. 

Kit points out ways to capitalize 
on the role Stars can play in relation 
to the new colors and styles in 1958 
fashions. Linde itself is planning a 
vast advertising program in national 
magazines and in newspapers to pro- 
mote its man-made stones. Linde was 
a recent sponsor of the television 
show “The Big Payoff,” give-away 
show starring former Miss America, 
Bess Myerson. 

Contact Linde Co., division of 
Union Carbide Corp., 535 Fifth Ave., 
New York. 


Admark Has New 
Scarab Belt Sets 


; 


A new line of scarab belts with 
matching bracelets has been designed 
by Admark. 

Belts are available in a variety of 
styles, have from 15 to 27 large 
secarab-cut semi-precious stones each. 
All are 1/20 12K gold filled, are ad- 
justable to any size. 

The simulated white leather case 
shown is also available with the belt 
sets, which are described in an illus- 
trated brochure showing the other 
Admark lines of scarab jewelry, iden- 
tification bracelets, disc jewelry and 
money clips. 

Contact Admark, 714 Sansom St., 
Philadelphia 6, Pa. 


Doxa Watch Plans 1958 
National Ad Campaign 

All of Doxa Watch Co.’s watches, 
and particularly the new Grafic line, 
will be advertised this year on an eX- 
panded basis, in national magazines 
and large newspaper Sunday supple- 


ments. 
Dealer tie-ins with the ad cam- 


paign include displays and point-of- 
purchase materials. 

Contact Doxa Watch Co., 665 Fifth 
Ave., New York 22. 
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Fiex-Let Uses Scarabs On 
New Ladies’ Watchbands Line 









Flex-Let’s new scarab watchbands 
come in a variety of colors in white 
or yellow settings. 

The display shown, which introduces 
the ladies’ scarab bands against a 
satin background, is free with pur- 
chase of 6 of the bands pre-set on 
the display. 

Keystone costs of the new models 
are $9 and $10.80. 

Contact Flex-Let Corp., 580 Fifth 
Ave., New York. 











RCA Introduces Four New 
Portable Radio Models 


A seven-transistor version of the 
popular “Globetrotter” and three new 
two-tone conventional portable radio 
models are being marketed by RCA 
Victor. 





Edwin Freed Has Display Kit 
For 1958 Mother's Day Windows 
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A 150-piece display kit is being of- 
ferea jewelers by Edwin Freed to 
help decorate store windows for 
Mother’s Day promotions. 

Set costs $5.50, contains display 
cards, window streamers, pennants, 
window strips, lapel badges, price 
tickets and artificial pink carnations. 

Contact Edwin Freed, Inc., 150 W. 
46th St., New York. 
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Gemex Has Counter Display 
For Nylon Watchbands Line 


This easy-selector counter display 
with a variety of nylon watch straps 
is being introduced for spring and 
summer sales by Gemex. 

Unit is free with purchase of any 
of six combinations of watch strap 
styles with a baker’s dozen color mo- 
tifs. Patterns are plain and fancy, in- 
clude weaves and ivy stripes. Straps 
cost $1 and $1.25. 

Single colors are tan, brown, gray, 
navy and white; combinations include 
charcoal gray and gray, brown and 
gold and red and navy. 

Contact Gemex Corp., Union, N. J 





























Whatever your need: 








Situations Wanted 














Help Wanted 














Lines Wanted 














Side Lines 
















Business Opportunities 














Wanted to Purchase 








For Sale 


Stores, Stocks and Businesses 














Watch Work, etc., for 
the Trade 








To Let 











Special Order Work and 
Repairs for the Trade 








you'll meet it quickly 
and economically 


with a JC-K classified ad! 


Turn to page 207 

















































by Henry B. Friea 


chemical solutions 


for ultrasonic cleaning 


The preparations differ in toxicity, vaporization, 
boiling point and many other respects. This 
check-list sums up what to expect from 23 kinds 
of solutions 


® WHAT CHEMICALS SHOULD BE USED with the new 
ultrasonic cleaners? many readers ask. Some 
specify what solutions they have been using but 
they are not sure they are the right ones. In 
preparing the data which follow, I have consulted 
with Dr. Frank W. Hightower of Branson Ultra- 
sonics Corp., a well-known chemical engineer and 
authority on ultrasonic cleaning. 

The solution must be right both physically and 
chemically because the liquid that couples the 
energy output of the transducer to the work also 
participates in the cleaning process. It does this 
in two ways. One is mechanical; it cavitates. The 
other is a solvent action, a physical wetting, a 
chemical attack on the surface film or clinging 
foreign matter. 

Presumably the solutions already used in the 
plant’s washing operation meet the second re- 
quirement. They “do something to the dirt,” with- 
out damaging the metal. But for the first require- 
ment—to do a good cavitating job—the solutions 
must meet certain conditions. Generally their 
density must be about that of water or a little 
higher. They must have a relatively low vapor 
pressure at the working temperature of the bath 
(90°-100°F). They must remain thin-bodied and 
non-viscous at that temperature. These three 
characteristics—density, volatility, viscosity—are 


the important ones from the standpoint of cavi- 
tation (ultrasonic-cleaning action). 

Other points to be considered in factory use are 
flammability (possible fire hazard) and toxicity 
of vapors from open tanks. 

The following tabulation compares a number 
of organic solvents that are used in conventional 
cleaning operations in respect to, boiling point, 
specific gravity, flash point, vapor pressure and 
maximum allowable concentration. 

For example, in the group of chlorinated hydro- 
carbon solvents, one would be ruled out because 
of toxicity (M.A.C. 25) and two others by reason 
of their high vapor pressures. Any of the first 
three materials listed would be suitable. How- 
ever, of these, trichlorethylene and tetrachlor- 
ethylene are preferred for vapor-liquid degreaser 
installations. Trichlorethane (list of trade names 
for these is given below) is recommended for 
open-tank cleaning, where the solvent is not con- 
tinually being redistilled and re-circulated as in 
a vapor degreaser. This is particularly so in 
manual operations of tanks. Users report that 
this solvent can be collected, redistilled and used 
at least a second time. 

Stabilized trichlorethylene is the commonly used 
vapor degreaser solvent because of its lower boil- 
ing point (189° as against 250°F for C.Cl,), and 





SOLVENT DESIGNATION 
T etrachlorethylene 


Trichlorethylene 


Trichlorethane 





MANUFACTURERS OF CHLORINATED HYDROCARBONS 


TRADE NAMES 
Perchlorethylene Dow 
Perclene 
Perk 
Blacosolv 
Triclene 
Nialk 
Chlorethene Dow 
Inhibisol 
Vythene 


MANUFACTURER 


DuPont 
Stauffer 
Blakeslee 
DuPont 
Hooker 


Penetone 
Tect, Inc. 
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because of its low heat of vaporization (about 
1-10th that of water). Tetrachlorethylene de- 
greasers are used for light-gauge metal articles 
and some white metal parts. The high boiling 





point is advantageous in driving out moisture 
trapped in recesses or blind holes, as well as in 
softening some of the high-melting-point waxes 
in certain buffing compounds. 




















NAME OF 
SOLVENT 


BOILING 
POINT (°F) 





CHARACTERISTICS OF SOLVENTS 


SPECIFIC 
GRAVITY 









VAPOR PRESSURES 













FLASH (in MM. mercury) M.A.C., 
POINT a —~ (parts per 
°F 80°F 120°F 160°F million) 












Water 212 1.00 





Tetrachlorethylene (CC12:CC1,.) 250 1.62 


Trichlorethylene (CC1::CHCL) 188-189 1.46 
Trichlorethane (CC1;-CHs) 160-190 1.32 
Carbon Tetrachloride (CC1,) 169 1.58 
Chloroform (CHC1;) 142 1.50 
Methylene Chloride (CH,C1,.) 104 1.33 


Mineral Spirits 350-400 .76—.77 
Stoddard Solvent 310-395 .78—.80 
VM P Naptha 230-290 .73-.75 





High Flash Naptha 270-320 .86-—.89 
Xylol 250-310 .86—.87 
Toluol 228-234 .86 


175-180 .88 


Benzol 











Cyclohexanone 315-320 .95 
Methyl Isobutyl Ketone 242-243 .80 
Isopropyl Acetate 190-192 .88 
Isopropanol (99%) 178-179 78 
(91% 175-177 .82 
Methyl Ethyl Ketone 175-176 .83 
Ethanol (99-100%) 172-173 .79 
Ethanol (95%) Denatured 171-174 .82-.83 
Ethyl Acetate 160-178 .88—.89 
Methanol 148-150 .79 


Acetone 133 





CHLORINATED HYDROCARBONS 


PETROLEUM DISTILLATE FRACTIONS 


AROMATIC (“COAL TAR”) SOLVENTS 


ALCOHOLS, ESTERS, KETONES 





none 26 88 244 






none 21 57 160 200 
none 85 210 450 200 
none 140 350 670 500 
none 120 290 630 25 
none 210 500 —- 100 
none 440 —— —-- 200 





126-130 —- — —_—— 500 
100-104 50 210 650 500 
48-52 185 660 —- 500 










78 — — — 200 
63 5 27 70 200 
42-50 31 90 200 200 
12 105 280 530 30 












129 —_— 17 43 100 
74 —_— 18 68 500 
60 68 175 390 500 
72 50 165 475 200 
80 — — — 400 

25-35 120 270 560 250 

60-70 65 215 550 1000 
57 

77-80 108 280 590 400 
60 135 400 — 200 






a 


15 














Column CHARACTERISTIC UNIT 
2 Boiling point degree of 
Fahrenheit 





Specific gravity 


4 Flash point degree of 
Fahrenheit 
5 Volatility millimeters of 
mercury 
6 Maximum allowable parts of vapor 
concentration per million of 


air. 





Meanings of various columns above 












OTHER INFORMATION 
Range (approximate) is shown for technical materials 
and distillate fractions. 






Density (approximate) as compared to water. 





Temperature at which vapors of the liquid can be ignited 
by an external source such as a cigarette, spark, 
glowing wire, ete. ASTM procedures specify test 
methods. 

Vapor pressure and volatility increase with temperature 
of the liquid, up to its boiling point at sea level 
(760 mm). 

Represents threshold limits for maximum average con- 
centration to which workers may be exposed in an 
8-hour day without toxic effects. M.A.C. values are 
assigned and occasionally revised by the American 
Conference of Governmental Industrial Hygienists, 
based on reports from medica] authorities and on 

industrial experience. 
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by Henry B. Fried, Horological Consultant to JC-K 


The Longines backwind watch 


Designers of Longines’ tiny (5% ligne) manual- 
wind watch refused to disfigure it with a regula- 
tion winding crown. So they devised an effective al- 
ternative that entails a completely new mechanism 


® THE LONGINES 119 is only 12 millimeters in 
diameter. On such a small watch a winding crown 
large enough to turn would look grotesque. So 
a streamlined winding button is placed out of 
sight on the back of the case. It operates a wind- 
ing and setting mechanism that is somewhat dif- 
ferent from the ordinary edgewinding, pendant 
mechanisms. The diagrams shown herewith will 
help you understand the construction, assembly 
and operation of this “backwinding’”’ mechanism. 

Figure 1 shows an exploded view of the setting 
and winding mechanism. Following this from the 
top towards the bottom, the button screw fits 
through the screw gasket and the knurled wind- 
ing button (crown). The pipe of the winding 
button fits through a gasket, a cup-type washer, 
and a raised hole in the case back. 

Now look at the mechanism under the dial. In- 
stead of a stem, there is a winding arbor upon 
which is solidly fixed the hand-setting pinion. 
This is shown engaged with the intermediate 
setting wheel, which in turn is connected to the 
minute wheel and the cannon pinion with its tele- 
scoped hour wheel. In this view the setting mech- 
anism is engaged and the winding mechanism is 
disengaged. The knuckle spring, shown in the 
phantom view at the knuckle of the winding 
arbor, locks the winding arbor either in the set- 
ting or winding position. 

The winding arbor reaches up through the 
main plate from fhe dial side. The knuckle spring 
sits in position in a recess of the main plate. The 
winding arbor reaches up through the main plate 
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and the barrel bridge. Here a tension (yoke) 
spring rests in a recess of the barrel bridge, exert- 
ing upward pressure against the bottom of the 
winding pinion. A cover plate keeps the winding 
pinion close to the yoke tension spring and pro- 
vides stability for this wheel. The clutch pinion 
has teeth only on its under side where it meshes 
with the teeth of the winding pinion. Unlike the 
winding pinion, it has a square hole which fits 
over the short square of the winding arbor. The 
winding arbor, shown below, fits up through all 
these parts and its square end section has a 
threaded hole into which the button screw is 
fastened to secure the winding button assembly. 

Figure 2 shows the winding and setting sys- 
tem. The button screw has secured the button 
assembly; the clutch pinion is solidly enmeshed 
with the winding pinion; and the radial teeth of 
the winding pinion enmesh the ratchet wheel 
teeth. The tension yoke exerts upward pressure 
against the bottom of the winding pinion so that 
it engages the clutch wheel solidly. The hairpin- 
shaped knuckle spring locks the winding arbor in 
the winding position by pressing against the up- 
per portion of the winding arbor’s knuckle. 

Notice that the winding arbor wheel is not en- 
gaged with the intermediate setting wheel. To set 
the watch hands you merely pull out the winding 
button. This engages the winding arbor wheel 
with the intermediate setting wheel, which is con- 
nected to the minute wheel, cannon pinion and 
hour wheel (see Figure 1). The clutch pinion is 
meanwhile pulled out of mesh with the winding 
pinion, which has a round hole and thus remains 
stationary while the arbor is turned to set the 
hands. 

To wind the watch depress the winding button. 
This causes the knuckle spring to be pushed aside 
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and jump back after the knuckle has passed and 
thus lock it, as shown in Figure 2. The system 
is simpler than conventional winding and setting 
mechanisms. The winding button, streamlined 
with the case back, has enough clearance at its 
edge to provide a purchase for pulling out the 
crown. The small 12-millimeter round watch looks 
its size and presents an esthetic appearance with- 
out the side appendage of a crown. 


The train with extra wheel 


In a watch of such small diameter, the wheels 
would ordinarily have to be small, with many deli- 
cate teeth and pinions. However, an additional 
train wheel permits use of larger, fewer wheel 
teeth on train wheels and pinions, with resultant 
improvement of the depthing of the wheel teeth 
and their enmeshing pinions. The number of 
teeth on each wheel is reduced and this leaves 
space for bigger, stronger teeth. Because of the 
wider space, the danger, always present in a very 
small watch, of stoppage due to clogging by for- 
eign material is lessened. The pinion leaves— 
larger, stronger, and more precise—provide bet- 
ter engagement of wheel and pinion. All this 
contributes to lengthening the time between ser- 
vice periods. 

Since the train has an extra wheel, the escape 
wheel turns in the direction opposite to the usual. 
The pallet is designed to reverse the pallet jewels 
too. The train is shown in Figure 3, in the 
sequence from the center wheel to the escape 
wheel, and this figure should serve as a guide for 
assembling the watch movement. Figure 3 
shows the center wheel B moving the third wheel 
C. D is the fourth wheel. It resembles the fifth 
wheel F but its very long pinion, facing upwards, 
should identify it. The fifth wheel EF has a long 
upper arbor, but its pinion is short and placed 
underneath its wheel. The escape wheel pinion F' 
is turned by the fifth wheel in the counterclock- 
wise direction. Refer to this illustration when 
assembling the movement. Note that the escape 
wheel has its own bridge. Naturally, this is a 
fast-train watch (21,600 VPH) with six beats a 
second, desirable in small watches. 


Dismantling the watch 


1. Remove the button screw (Figure 1). Re- 
move the crown by gently pulling outward. 

2. Remove hands, dial, dial train, cannon 
pinion, setting-wheel plate, minute wheel and set- 
ting wheel. 

3. Remove the movement from the case and 
take out balance and bridge. To release main- 
spring, replace winding button and, pushing aside 
the click, contro] the unwinding by pressure upon 
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" WASHER 


CASE BACK 


CLUTCH PINION 






-COVER PLATE 
WINDING PINION 


TENSION YOKE 


AS TRAIN & BARREL BRIDGE 


-KNUCKLE SPRING 


MAIN [LOWER }) PLATE 


MINUTE 
WHEEL 

_H_CANNON PINION 
WINDING . 
ARBOR __ INTERMEDIATE SET WHEEL 


—— MOUR WHEEL 


’ __ MINUTE WHEEL PINION 


Figure 1. Exploded view of the new Longines 119, 12.00- 


millimeter round movement with back-winding system. 


The winding arbor is inserted through the dial side and 


assembled in the manner shown. 
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THE LONGINES BACKWIND WATCH (concluded) 


the button with the finger—sort of a clutch-pres- 
sure action. 

4. Remove pallet and bridge, escape wheel 
bridge and escape wheel. The escape wheel should 
be removed by cautiously moving it out sideways 
through the cut in the side of the movement. 


5. Remove ratchet wheel and click, winding 
cap, clutch and winding pinion, and yoke tension 


spring, in the order named. 

6. Remove barrel-train bridge, then the train 
wheels by first lifting out the third wheel, fourth 
wheel, fifth wheel and center wheel, followed by 
the barrel—in this sequence only. 

7. Remove hairpin-shaped lock spring (knuckle 
spring). A light downward nudge on the square 


_.. BUTTON SCREW 


th aft ; 
hy hy } 


Daytynyn 


CLUTCH PINION 


WINDING PINION 
TENSION YOKE 


‘ INTERMEDIATE SET WHEEL 
j i 


| KNUCKLE spring { 


/ a e 


VA | ’ 
WINDING pases a 
\ 


f. 3. WHEEL 4 


MINUTE WHEEL 


Figure 2. Winding sequence with winding mechanism 
assembled in the winding position. Here the winding arbor 


wheel is shown out of mesh with the dial-setting train 
wheels. Pulling up on the winding button disengages the 
clutch pinion and moves the lowest gear into engagement 
with the dial-train wheels. The knuckle spring acts as the 
locking spring in this mechanism. 
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CENTER WHEEL 
ny 


(A) TRAIN & BARREL 
BRIOGE 


of the winding arbor will cause it to fall out from 
the dial side of the movement. 

After cleaning, the watch should be assembled 
in the exact reverse order. Follow the arrange- 
ment of the train and winding wheels, using the 
figure as a guide. Oil sparingly, preferably with 
Longines 125 oil. Place a light amount on clutch 
teeth, winding arbor post and in the knuckle 
where the knuckle spring will operate. Place a 
light amount under the winding pinion where it 
contacts the tension yoke (spring), and on the 
center post for the cannon pinion. Check each 
assembly before proceeding to the next step. Be 
sure the gaskets shown in Figure 1 for the wind- 
ing button and screw are correctly positioned. 


}) THIRD WHEEL 


H WHEEL 


FIFTH WHEEL 


ESCAPE WHEEL 


Figure 3. Exploded schematic view of the train. This 
shows the use of an extra train wheel which allows fewer 
teeth on each wheel, permitting larger, stronger teeth, 
with less risk of foreign matter clogging them. Note that 
the escape wheel turns counterclockwise due to the extra 
train wheel. The pallet stones are arranged to work in 


this manner. Assemble the train as shown above. 
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Yep, you guessed it. A look at the future! And 
everybody knows that bench machines are a long- 
term investment. 






It’s their value over the years that counts .. . 
consistent accuracy, dependable operation, low- 
cost maintenance, long life. 






The WatchMaster Line has proved all that, plus 
the ability to return substantial profits. 


The question is: HOW SOON FOR YOU? 








ULTRASONIC 


WATCH CLEANER 
It’s “the most.” Electronic waves WATCHMASTERS 


rout dust, dirt, metallic particles 
even from remote recesses .. . 
quickly, thoroughly, safely. 


Your choice of tape or 
drum. Both have odd- 
beat selectors, same de- 
pendability. Same accu- 
racy ... guaranteed. 








ELIMAG PIVOT MASTER 


Eliminates all magnetic Straighten 8 out of 10 conical 
effects from any watch ptvots, any size, without re- 









in a split second. moving hairsprings or rollers. 
Invaluable for inspecting, 
polishing. 














American Time Products, Inc. 


580 Fifth Ave., New York 36, N. Y. 
Gentlemen: Please send information on instruments checked. 


[] Ultrasonic Cleaner [] Elimag (demagnetizer) 
[] Tape WatchMaster [] Pivot-Master 
[] Drum WatchMaster 


Name 


Store eS ee r FETS ATES ie 


Address 


See aaa an enaeeen ee esa a aaaeaaneag 


City, State 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


SIDEREAL TIME: Someone says he 
has a clock that measures side- 
real time. What is this, and does 
the clock have to have any spe- 
cial gearing? — Harold Roth, 
Lansing, Mich. 


Answer: Sidereal time is real- 
ly star time as distinguished 
from solar or mean solar time. 
Solar time is the time told by 
the sun dial and marks the daily 
revolutions of the earth in re- 
gard to the sun; the exact time 
that the sun is highest in the 
heaven above you is your (local) 
noon. This may take place as 
much as 16 minutes and 18 sec- 
onds sooner, or as much as 14 
minutes and 28 seconds later 
than mean solar time (which is 
an average of all the solar 
days). Sidereal time, used by 
astronomers, is based upon the 
daily rotation of the earth on its 
axis; it represents 23 hours, 56 
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minutes and 4.1 seconds of mean 
solar time. In other words, it is 
3 minutes, 55.9 seconds faster 
than mean solar time. Thus, to 
make a clock measure sidereal 
time, merely shorten the pendu- 
lum or move the regulator closer 
to “fast.”” Our calendars are ad- 
justed to sidereal time. You can 
see that by adding up these 
minutes and seconds another 
day must be added about every 
four years (leap year) to keep 
up with the faster sidereal day. 


* * ** 


WORN HOLES: I have an old 
French clock with worn holes. Is 
it possible to close them ?—G. T.., 
Chicago. 


Answer: Yes, but it must be 
done with great patience and 
skill; otherwise you may gouge 
out a piece of the plate. (Many 
of these plates had too much 
zinc in the alloy and are brittle.) 
First, determine in which direc- 
tion the hole must be closed. 
After taking the clock apart, 
lightly scratch a straight line 
from the barrel bushing hole to 
the main wheel (if 8-day) or to 
the center wheel (if one-day). 
Then draw a line from there to 
the next wheel, and so on. The 
wear takes place at right angles 
to the end of each hole, in the 
direction in which the previous 
wheel turned. For example, sup- 
pose the center-wheel arbor hole 
is worn. It turns clockwise, of 
course, so the barrel must turn 
counterclockwise. Therefore the 
barrel pushed the center arbor 
to the left (looking at it from 
the dial side) and the bushing 
hole was worn in this direction. 
If a line is drawn from the bar- 
rel-arbor pivot hole and an ar- 
row scratched in the direction 
of the wear on the center bush- 
ing, you will see that this is at 
right angles to the line from the 
barrel. Wedge some of the metal 
back towards the true center of 
the bushing with a hole-closing 
punch that is half ground off, 
so that its surface is C-shaped 
rather than O-shaped. Do not 


pound the punch viciously. A 
number of soft taps will not 
cause splitting. Close the hole 
just a little bit more than 
needed, turn a broach on the side 
where the wear took place so as 
not to remove any metal from 
the unworn edge. Do not use a 
broach that is too tapered or the 
hole will be weakened. When the 
broaching has reached a point 
where the pivot will snugly en- 
ter, use a burnishing broach 
from the opposite side of the 
plate. This polishes and hardens 
the inside of the hole. 


* * * 


AMIDA AGENT: Is there a U. S. 
agent for the Amida Watch Co. 
—G. K. Howe, Philadelphia, Pa. 


Answer: The Charles Sassella 
Watch Agency of 580 Fifth 
Avenue, New York, represents 
Amida Ltd. 

x * a 
OXIDIZING BRASS: Have you a 
formula for oxidizing brass 
plates? I would like to provide 
the antique type of finish to 
some brass plates and I under- 
stand that this can be done 
chemically. — Empire Jewelry 
Co., Oakland, Calif. 


Answer: Here are a few meth- 
ods and formulas. (1) About 3 
ounces of liver of sulphur mixed 
with a half quart of water anda 
half ounce of ammonia will give 
that oxidized finish. (2) One 
quart of water, one-quarter 
pound of copper sulphate, one- 
eighth pound of sal ammoniac, 
made into a mixture and used 
while well heated. Immerse the 
articles for five minutes, inspect 
them occasionally and remove 
when desired color is obtained. 
Dry by heating and finish by 
rubbing with olive oil for espe- 
cially good finish. (3) Two 
quarts hydrochloric acid, two 
ounces arsenic acid, a couple of 
ounces of iron filings. Add the 
arsenic and filings to the acid, 
not the other way around. Use 
this as a plating solution with a 
piece of high-carbon steel (an 

(please turn to page 204) 
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2nd Annual 


U. 5. WORLD 








TRADE FAIR 


MAY 7-17,1958°*NEW YORK COLISEUM 








Here—under ONE roof — are fabulous treasures from all over the world. . . 


a universal SHOWCASE 


of jewelry and giftware, designed to spark-up sales and mark-up higher profits for you. Thousands 
of dramatic, eye-catching products from Europe, the Middle East, Asia, Africa, Canada, South and 


Central America. 


FOREIGN PRODUCTS LEAD THE WAY TO HIGHER PROFITS! 


See, study and shop, at your leisure, exclusive 
lines of high profit items . .. many being exhibited 


for the very first time in the United States: Jewelry 


that sparkles with fresh, bright appeal . . . clocks 
and watches reflecting pride and joy of workman- 
ship .. . unusual giftware . . . intricately tailored 
gold and silverware . . . boutique. . . cutlery .. . 
and thousands of other items — for the most dis- 
cerning homes. 


It's the only way to cover the markets of the 
entire world — at one time, at one place. Saves 
you time and money too. 


No red tape, no vaccinations, no charge! 
Just present your registration card at the 
portals of New York City’s Coliseum and the 
doors open wide to you on the products and 
services of the wide, wide world. 


Seuddtodloy Sor Uo" peas peck 
bw othee Wesker Hewisphers. 
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The First Annual U.S. World Trade Fair, 
held in April 1957 at the Coliseum was an out- 
standing success . . . attracting 127,780 buyers 
and over 700,000 visitors from all parts of the 
world. 3,000 exhibitors from 60 countries dis- 
played their wares. It was the largest and most 
successful International Trade Fair ever held in 
the United States. The number of exhibitors for 
this years Fair already surpasses last year’s fig- 
ure — guaranteeing that the 1958 Fair will be 
even bigger and better. 


REGISTRATION COUPON FOR THE TRADE ONLY 


Save time by registering NOW. Fill in and mail this registration coupon 

to the address below and your admission credentials will be mailed to you. 

There is no registration fee. 

Please check below if you wish us to make hotel reservations for you. 
PLEASE PRINT 














ie niecasinssscctiectit-cchanatinachipstillinceunhncepibatinnsiapiipniiithaieaaAdiedaasaeecig mittastibiinneigieninl 
FIRM sicitiaibinedtingmnnpetbiccieibiimigis : bincncmniticiliacieaeitnitatessinatiainlaeai 
STREET iieciaiieicttieasuigiinaiiainiie xinsintniniennisteanionnbint m 

CITY. we as 8§8=8686=——lh 








TYPE OF BUSINESS... _ 


PRODUCTS MFG’D OR SOLD 
Please check below the classification of your business 








[] Wholesaler [] Exporter [} Dept. and Chain 
[] Importer [] Mfrs.’ Agent Store Buyer 
[] Retailer [}] Manufacturer [} Other 


[] Please send us your hotel reservation biank. 


UNITED STATES WORLD TRADE FAIR, 331 Madison Ave., New York 17, N.Y. 
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PROTECTED Profits 
PROTECTED Distribution 


\/35 7s 


Write for the 
avatiability of a 
Authorized 
Agency in your 
community 


HOLZER WATCH CO. 


501 FIFTH AVE » Pee 








Use JC-K 
Classified Section 
for Best Results 





QUESTIONS & ANSWERS 
(continued from page 202) 


old file, chisel or clock main- 
spring) as an anode. (4) Dip 
the brass in a hot solution of 
one-half quart of ammonia and 
one-quarter pound of verdigris. 
Remove the brass when the ob- 
ject reaches the color desired. 
Rinse in hot water and dry with 
sawdust or by dry heat. 


* * * 


GASKETS THAT DON’T FIT: In re- 
pairing watches with water- 
proof cases I often find that the 
gasket has been compressed too 
much to use again safely. Also, 
on the question of gaskets, how 
is it that so many of them are 
too large for the case? How are 
they fitted into the case original- 
ly ?—Lloyd Dukeshire, Westfield, 
Conn. 


Answer: I suppose you mean 
the soft-metal gaskets which, 
after being compressed in the 


case by the screwed-down back, 
have hardened. Of course, they 
should be replaced if you expect 
any kind of moisture trouble. 
Some rubber or plastic washers 
stretch under similar compres- 
sion, even though they fitted 
well when the case back was 
placed on. When you replace a 
gasket, make certain that it is 
of a newer plastic which can be 
compressed without losing its 
elasticity. Also place a little 
grease on the gasket so that the 
case will slide over it without 
pinching or catching it. Be sure 
the case back is not dented or 
scratched. 
* = . 

WHEN CALENDAR WATCHES STOP: 
I have frequently found that 
calendar watches stop during a 
date change. Should I change 
the mainspring for a stronger 
one ?—Tieger & Wellman, Phila- 
delphia. 


Answer: In most calendar 
watches that stop during the 











Success 





Success, as we know, doesn't shine on every man. Like 
a suntan, success only comes to those who expose themselves. 


Through Jewelers’ Circular-Keystone Want-Ads, you can 
present your message to the entire jewelry industry. And 


make it easy for success to find you! 


Place your inexpensive classified advertisement today by 
using the convenient form on page 166. 


There is a want-ad category for every need. 











SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


ing, Engraving end Jewelry 
ass the ee Master Watchmaker test of 3 
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Mr. Jeweler: You should encourage young men to take this trainin 
to supply the demand. The best jobs ‘ame 


never have enough graduates to 
Bowman School graduates. 
Write for free book ‘““Your Future and Our 
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Bowman Building, Lancaster, Pa. 
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STILL USING 
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POLISHING 
EQUIPMENT? 
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GET A NEW ['k] POLISHER & DUST COLLECTOR! 


Sturdily engineered for years and years of 
trouble-free service, this super-powered unit has 
ly GE motor that operates the spindie and 
the suction fan, keeping dust, rouge, lint 
and filings out of your store. Pays for itself 


my too...by collecting precious metal dust on a 
23 standard paper filter. eS ‘one 95. Order from 
"ay  ~your Jewelers’ supply hou 

ve full details, write to. 


HAMMEL RIGLANDER AND COMPANY, INC. 
Box 100, Madison Square Station * New York 10, N. Y. 


Charles Ezra Bowman, 


_ ~~ ad = * ® 


Courses Approved for Veterans | ny State Rehabilitation Programs 
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date change (midnight if the 
calendar mechanism is set cor- 
rectly) the jump spring is too 
strong or bent too far inward 
against the date star wheels. Ad- 
just them for minimum tension 
necessary to supply the jumping 
and locking actions. The power 
in the train and mainspring is 
taxed most severely during the 
date change, but is almost al- 
ways sufficient. Replacing the 
spring with a stronger one will 
only cause rebounding during 
the other 23 hours and 50 odd 
minutes. Oil the beaks of the 
jump springs and be sure the 
date-changing buttons aren’t 
pushed in too far. Verdigris in 
the button slits in the case will 
stick the plungers and cause 
watch stoppage when the calen- 
dar action is brought into play. 
See that they are loose and in 
the outward position. 


* * * 


ARLINGTON TIME SIGNALS: One 
of our customers has asked 
where he can purchase a radio 
that picks up Arlington Time 
Signals. I am not familiar with 
Arlington Time Signals. Can 
you help ?—Swartchild & Co. 


Answer: No moderate-priced 
set is designed expressly for 
reception of time signals from 
the Naval Observatory in Ar- 
lington, Va. Right after World 
War II, there was a sale of sur- 
plus radios which were made for 
this purpose, though they had to 
be fitted with a specially ground 









ACON watca CROWN CO. 


50 Eldridge St., New York 2, N. 
vi 

ae of nae Filled Crowns 

Sold through goo hy ry ‘falaee 





WE Cacifctiny/ 


we recat Ghocncwrases & Stain 
ess Steel 


make coil 
+ for an om 
BECKER- HECKMAN COMPANY 








29 East Madison Street, Chicago 2, Illinois 
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crystal. They sold for $15, a 
small fraction of their original 
cost, and are no longer available. 
I’d advise your customer to ob- 
tain a Hallicrafter or National 
Radio Receiver (commercial 
type). These can pick up the 
time signals which are continu- 
ously broadcast on the following 
frequencies: WWV (Arlington) 
at 5, 10, 15, 20 and 25 mega- 
cycles. In Canada, time signals 
are broadcast by the Canadian 
Broadcasting Co.’s equivalent of 
our WWV at 73.3 KC. In the 
Pacific area, the station for time 
signals is WWVH. These signals 
are also used in sets more or less 
custom built by manufacturers 
of musical instruments, not for 
the time but rather for the tone 
of the signal which is a scien- 
tifically pure A above middle C 
(426.6 vibrations a second). 


* * * 


MAINSPRING BREAKAGE: This 
might be of interest to you in 
connection with your answer re- 
garding the thunderstorm break- 
age of mainsprings. For some 
time now I have believed that 
static and electrical disturbances 
have been to blame for the in- 
creased breakage of main- 
springs during the summer 
months. While employed in a 
factory I had the winding and 
checking of 2000 watches of 
pocket size. Normally the break- 
age was nil, and seldom over five 
or six. Thunder storms were rare 
in that city. However, one after- 
noon, there was a violent storm, 
the like of which I have never 
seen in any part of the country. 
The next morning there were 
over 100 springs broken. I re- 
member two occasions when cus- 
tomers were stunned by light- 
ning; in each case the spring 
was broken in their watches.— 
Edward L. Blackwell, Trenton, 
N. J. 


Editor’s Note: Thank you for 
this interesting sidelight. Per- 
haps some other readers would 


like to add their comments on 


this topic. 














1) NEWALL’S MODERN 
ew MATERIAL ASSORTMENTS 


FOR THE WATCHMAKER 


Priced Well Under The Cost of Individual 
Parts to Save You Money 


INCABLOC MATERIAL 


Our latest assortment in a 12 bottle cabinet. Con- 
tains 3 each of the 3 best sizes of upper and lower 
springs, 4 unset cap jewels and 5 balance jewels in 
settings, a total of 18 pieces in all. The new small 
sizes used for 6FC Wittnauer, Universal. Tissot 
and Girard Perregaux are included. 


Asst. STGBA ...ccccvccees Each $6.75 





A. S. 1361 AUTOMATIC PARTS 
REPAIR KIT 


One each of the 12 best Automatic parts in a hand- 
some leatherette cabinet with chart. Used for over 
35 different calibers which are basically A.S. 1361. 
Every popular automatic part included: axles, wheels, 
clicks, springs, etc. 


Pe Es 66 0006 eke Each $8.00 











WATCH REPAIR 


Dependable ¢ Fast * Economical 


Over a Quarter-Century 
of Service 
* 
Watches Insured and Safeguarded 
in Holmes-Protected Vaults 
s 
All Work Watchmaster-Tested 
n 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street, New York 36, N. Y. 
Plaza 7-1740 




















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the yeor 
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ON TOP OF THE WORLD AT EVEREST 


TRIUMPHANT IN THE ANTARCTIC 


Ve 


Fuchs and Hillary \)) 
relied on Smiths 


We are proud that Smiths watches, timing devices and 
instruments generally have aided the gallant members of the 
great Trans-Antarctic Expedition in the same way that Smiths 
watches and oxygen gauges vitally assisted Hillary and 
Tensing to reach the summit of Everest. The important 


assistance to the Expedition rendered by Smiths is emphasised 








by the fact that so much of the vital equipment was supplied 


by the divisions of the Smiths organisation and included : 





FLIGHT AND ENGINE INSTRUMENTS FOR AIRCRAFT 
COMPASSES (three types) * SLEDGE METERS ~- DIAL 
THERMOMETERS - MAGNETIC SPEEDOMETERS 
COMBUSTION WATER HEATERS (engine) + COMBUSTION 
VEHICLE HEATERS + CABIN HEATERS + OIL PRESSURE 
GAUGES + KLG SPARKING PLUGS + HAND 
TACHOMETERS + SYNCHRONOUS HOUR COUNTERS 
WRISTLET WATCHES (for every member of the expedition) 
STOP WATCHES - MARINE TIMEPIECES 
ALARM CLOCKS + DARKROOM 
CLOCKS + INTERVAL TIMERS 


A.460/S ‘Antarctic’ !7 jewel, 
anti-magnetic, shock-proof and 
weather-proof model. The official 
choice of the Expedition led by 
Dr. Fuchs and Sir Edmund Hillary. 


Issued by SMITHS CLOCKS & WATCHES LTD., A DIVISION OF S. SMITH & SONS (ENGLAND) LTD. 


(FACTORY REPRESENTATIVE) 
C.BROOK FLOWERS, BRITISH QUALITY MERCHANDISE, 45 WEST 45TH STREET, NEW YORK 36, N.Y. 
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RATES AND REGULATIONS 


CLASSIFIED ADS 


Remittance in Advance 


“SITUATION WANTED"—Regular type $2.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $7.00; 


addi- 


tional words 25 cents per word. 

“HELP WANTED"—"LINES WANTED”—and “SIDE LINES”—Regular type $4.00 
first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


© Name, Address, Initials and Abbrevia- 
tions count as words. 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

© No Agency Commission. 


In answering Box Numbers address envelope “Box —,” 


® Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

® Classified ad form closes 10th of the 
month preceding date of issue. 

@® A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclese 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





AES EI IT RNR IRE TM ON mig eR 
Situations Wanted 





buyer ; 
or full 
years ; 


DIAMONDS: salesman, assorter, 

-i; college grad; part time 
time; have been self employed 3 
address, “S, 401,’ care of JC-K. 


age si; 





SH¢ WwW ROC ‘IM SALESMAN; middle age: 





seeks 5 day week job, reputable New 
York diamond ring manufacturers or 
watch importers; highly bondable: ad- 
dress, “S, 4093,” care of JC-K. 

WATCHMAKER, young man, 10 years 
fine store experience, take charge de- 
partment, sales, New York City resi- 
dent, will t 


relocate right opportunity ; 
address, “S, 4119,” care of JC-K. 


DIAMOND buyer and assorter; 15 years’ 
experience ; capable knowledge of loose 
and mounted diamonds; wishes to con- 


nect with established, reputable firm; 
best references ; address “C, 3554,” care 
of JC-K. 











MANAGER thoroughly qualified, 25 years 


experience all phases credit jewelry 
business; can assume full responsi- 
bility; presently employed: Souther 


California preferred ; address, “S, 4115,” 
care of JC-K. 





SALESMAN: twenty years experience 
with leading wholesalers; inside knowl- 
edge; have traveled ten states: desires 
manufacturing sales connection: best 
of references; address, “B, 4106,” care 
of JC-K. 





SALESMAN: jewelry boxes, trays, dis- 
plays; strong following every surround- 
ing area by train 500 miles Manhattan: 
full time draw; peak production guar- 
anteed; address, “S, 4098,” care of 
JC-K. 





COLLECTOR-SALESMAN: expert mer- 
chandiser ; better diamond rings: estab- 
lished following New York, Ohio, In- 





diana; via Rail; currently employed 
prominent store; draw; address, “S, 
4091,” care of JC-K. 

CONSISTENTLY productive salesman 


available prominent store between New- 
ark and Montclair or Summit; minimum 
salary $150; details confidential; Sun- 
day interview only; address, “S, 4092,” 
care of JC-K. 





DIAMOND man, number of vears’ experi- 





ence assorting and appraising: select- 
ing stones for rings: fill orders: with 
large ring manufacturer: references: 
New York City preferred: address 
“400,” care of JC-K. 

BOOKKEEPER: accountant, highly ex- 


perienced, extremely capable, thorough 
knowledge of every phase of jewelry 
business; outstanding record: seeking 
responsible position; address, “S, 4039,” 
care of JC-K. 





BOOKKEEPER, full charge, genera] 
ledger, trial balance, payroll, all taxes: 
know. steno., thoroughly experienced, 
assume responsibility: many years dia- 
mond ring mfrs., excellent references: 
address, “W, 4096,” care of JC-K. 





JEWELER age 45, desires position as 
manager or assistant: 15 years credit 
jewelry experience; salesman, manager 
and watchmaker; best of references 
furnished: must be position with a fu- 
ture; address, ““L, 4121,” care of JC-K. 





HAND ENGRAVER, 28, married; now as- 
sociated with small jewelry manufactur- 
ing concern; I specialize in artistic en- 
graving on any metal, silver trays, 
bowls, trophies, plaques, etc.: will send 
sample on request; address, “W, 4108,” 
care of JC-K. 





DIAMOND assorter; young man recently 
discharged from Army, seeks position 
with opportunity to sell; live wire, per- 
sonable; 5 years experience in picking, 
assorting: grading and selling; excel- 
lent references; address, 398, care of 
JC-K. 


BOOKKEEPER (female) full charge, 
trial balance general ledger; executive 
secretary, expert stenographer, typist; 
many years experience assistant em- 
ployer diamond jewelry, stock inven- 
tory, trustworthy, personable: refer- 
ences; address, “G, 378,” care of JC-K. 








LOS ANGELES: supervisor-manager, 
uyer, merchandiser, salesman; dia- 
monds, watches, silverware, jewelry ; 


exceptional background, qualifications ; 
brilliant record sales producer top in- 
dependent, chain, major department 
stores; key man for ambitious organi- 
zation; telephone Dunkirk 7-2865. 














BU YER—merchandising, 


advertising, 
sales promotion manager; seeking 
small chain supervision; able as- 
sistant to president age 35; mar- 
ried; 10 years experience sales, cost 


control; full knowledge all mer- 
chandising and promoting credit 
operation; address “S, 4112,” care 


of JC-K. 








TOP jewelry salesman or manager, tired 
of So. California smog, have ability, will 
travel; 25 years experience in all 
phases of retail credit selling ; thorough 
experience, every type operation; finest 


lines diamonds, watches, jewelry, ster- 
ling, etc.; emphasis on sales, promo- 
tions, merchandising; presently em- 


ployed; prefer opportunity with incen- 
tive; address, “S, 4081," care of JC-K. 








LOUISVILLE, KENTUCKY, or vicinity: 
southern gentleman with over 30 
years’ experience as manager of credit 
jewelry stores in Northern and South- 
ern states, would like to locate in Louis- 
ville on account of family connections; 
will consider manager, assistant man- 
ager or salesman; | am now manager 
of a fine jewelry store specializing in 
diamonds: address “R, 4053,” care of 
JC-K. 








SUPERVISOR or assistant to supervisor, 
for large retail store or small chain; 35 
years in retail jewelry, with better type 
budget and credit stores; directing, 
supervising and executing; advertising, 
promotions, directing and training per- 
sonnel: dispersing funds intelligently ; 
remodeling and planning departments: 
qualified diamond and watch buyer; 
know classes of merchandise for dura- 
bility and sales potential; predictions 
and business logic usually very accur- 
ate: I get the job done when given a 
free hand: family man, clean habits, 
highest character, thoroughly honest 
and trustworthy: personable and con- 
genial: salary $10,000 annually; no in- 
vestment at present; address, “D, 4007,” 
eare of JC-K. 


kA LER A RNG LEIDER AE. EE A 
Lines Wanted 





ESTABLISHED salesman, with large re- 
tail following, covering Chicago and 
vicinity, desires top line or lines; 
resume and references upon request, 
address, ““T, 4097,” care of JC-K. 


SALESMAN: Southeast: has 15 years ex- 
perience calling on fine jewelers and 


gift shops; wants an established line 
on commission: address, “R, 4125, 
eare of JC-K. 


COSTUME jewelry or better related items, 
for sideline: currently covering Idaho, 
Montana, Oregon & Utah; excellent fol- 
lowing: no junk; address, “H, 4080,” 
care of JC-K. 


SILVER plated and sterling silver lines of 
hollowware wanted on representative 
basis by reliable successful sales or- 
ganization; replies held in confidence ; 
address, ““A, 4111,” care of JC-K. 





SIDE line of findings, gold sterling, silver 
and gold filled; experience with good 
following ; 8 years traveling; New York 
through to North Carolina; address, 
“M, 3083,” care of JC-K. 


TEXAS. OKLAHOMA, LOUISIANA AND 
ARKANSAS, representation available ; 
write Tola Tumbleweeds, Southwestern 
Jewelry Traveling Men’s Association, 
c/o David Shapiro, Executive Director, 
1710 Jackson St., Dallas, Texas. 


(Continued on page 208) 
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(Continued from page 207) 





MANUFACTURERS representative, with 
excellent following among Southern re- 
tail jewelers, wants line or lines: all 
replies answered; only reputable firms 
considered; address, “M, 4032,” care 
of JC-K. 





DISTINGUISHED salesman: better 
mountings, wedding rings; virtually na- 
tion wide following rated wholesalers: 
resident Manhattan vicinity; substan- 
tial draw; no side lines; address, “S, 
4117,” care of JC-K. 





MFG. REP. excellent following; 12 years 
in Chicago and Midwest: desires volume 
line selling wholesalers, jobbers, mate- 
rial jobbers and chains; can do terrific 
job with proper line; address, “W, 
4123," care of JC-K. 





WANT to represent a manufacturer of 
boxed rhinestone and other type of 
ey to sell to jobbers and catalogue 
ouses in Minnesota and surrounding 
oe: address, “M, 4085,” care of 


Side Lines 





COMPETITIVE merchandise with im- 
pact for California department and 
chain stores; address, “B, 4105,” 
care of JC-K. 





MANUFACTURERS of complete gold 
wedding ring line; nation wide mail 
order following ; commission basis: ad- 
dress, “K, 3560,” care of JC-K. 





SALESMEN wanted by manufacturer 
of an extensive and competitive line 
of 14K gold bracelets, dises, charms 
and calendars; address, “R, 4107,” 
eare of JC-K. 





SALESMEN wanted for Mexican sterling 
silver line; high commission: limited 
territories available : competitively 
gees : P. O. Box 403, Englewood, 





SALESMAN: calling on jewelers, depart- 
ment stores, gift shops, to carry line of 
silver plated boxes and other items: ter- 
ritories open; address, “H, 4101,” care 
of JC-K. 





SALESMAN calling on the wholesale 
trade in the metropolitan district 
and Eastern states for a line of 
emblematic jewelry; drawing against 
commission; address, “B, 4110,” 
eare of JC-K. 





SALESMEN for Ohio, Indiana, Michigan : 
metropolitan Chicago; metropolitan 
New York: small, established line of 
tapered watch bands; require men with 
following better jewelers; address, a A 
4114,” care of JC-K. 





SALESMAN on platinum mountings, 
brooches, bracelets, necklaces, earrings, 
watch attachments, watch cases, watch 
bracelets; also small line of mounted 
goods, for the South and Coast: ad- 
dress, “R, 4122,” care of JC-K. 





SALESMEN with following wanted for 
broad line of mens and ladies billfolds: 
10% commission; references and per- 
sonal information desired: Silon Prod- 
note Co., Inc., 406 Elm St., Cincinnati, 

o. 





MANUFACTURER of emblem ring and 
button line to retailers: established ter- 
ritory; California, Arizona, Nevada, 
Utah and Colorado: commission basis: 
Gran & Co., Inc., 546 S. Meridian St., 
Indianapolis, Indiana. 


SALESMAN : Southwest and West Coast; 
excellent opportunity for expd. man to 
carry aggressive mfg. full top line of 
original ladies’ and men’s fine 14K 
jewelry ; draw vs. commission ; address, 
“D, 4095,” care of JC-K. 





MANUFACTURERS representative to 
carry ladies 14K gold plain and dia- 
mond set watch cases with a fol- 
lowing among importers of move- 
ments, wholesalers and mail order 
houses; address, “A, 4086,” care 
of JC-K. 





SALESMAN for quality watch line 
with following among retail jewel- 
ers; two excellent territories open; 
South, West Coast; liberal draw; 
full particulars first letter; replies 
confidential: address, “F, 4042,” 
eare of JC-K. 





MANUFACTURER, specializing popular 
priced 14K earrings, wants representa- 
tion all territories except N. J., N. Y. 
City, Eastern Penna., nationally known 
enjoying fine reputation medium of our 
catalogue: we seek men who travel; 
address, “S, 3598," care of JC-K. 





SALESMAN for prestige watch line 
with retail jeweler following; two 
choice territories available; (1) New 
England, (2) New Jersey and Penn- 
sylvania; better than average draw; 
give particulars first letter; replies 
confidential; address, “F, 4041,” 
care of JC-K. 








WEST COAST salesman, with experience, 
residing either in San Francisco or Los 
Angeles, traveling through far West, 
to carry set ladies’ diamond watches 
and platinum and gold cases and at- 
tachments: selling wholesale jewelers 
ns address, “lL, 4049,” care 
oO - 





NATIONALLY known manufacturer of 
extensive line of 14K gold jewelry, 
seeks representative with non-conflict- 
ing side line, residing in South, for 12 
Southern states plus Texas and Okla- 
homa; write Peter L. Rotter, 9713 
Santa Monica Blvd., Beverly Hills, 
California. 


Help Wanted 








WATCH salesman wanted—our mes- 
sage too important for this small 
space; see Display Ad, page 187. 





WATCHMAKER who can wait on trade, 
do light jewelry work: store in business 
101 years on Marylands Eastern Shore; 
address, “K, 4090, care of JC-K. 





MANUFACTURER sterling silver novel- 
ties for over 30 years, has established 
route of retired salesman open on the 
east coast; commission basis; address, 
“K, 4044,” care of JC-K. 





ESTABLISHED modern California jewel- 
ry store in county seat of 2nd largest 
agricultural county in U. S. real op- 
portunity at $8500. Address “M., 4128,” 
care of JC-K. 





WATCH importer desires experienced 
man to lay out watch fittings and 
fill orders; full infermation and 
references first letter; Favre-Leuba 
Watch & Chronometer Co., Inc., 
665 Fifth Ave., New York, N. Y. 





SALESMAN wanted to carry nationally 
established line of 14K watch attach- 
ments, pins and pendants to jobbers 
and chains; New York, Phila., Balto. 
area; non-conflicting lines permitted: 
address, “M, 4109,” care of JC-K. 


SALESMAN, age 30 to 45, with knowledge 
and experience in selling quality dia- 
monds and jewelry; position with fu- 
ture open in Connecticut retail store; 
address, Michaels Jewelers, 157 Church 
St., New Haven, Connecticut. 





EXCELLENT opportunity to represent 
nationally known quality watch com- 
pany, territories available (1) Missouri, 
Kansas, Nebraska, lowa; (2) Mountain 
States, Washington and Oregon; ad- 
dress, “H, 4084,” care of JC-K. 





WATCHMAKER; experienced, permanent 
position, Texas panhandle; paid vaca- 
tion; salary commensurate to ability; 
state qualifications, salary or commis- 
sion desired, when available; address, 
“F, 4083,” care of JC-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 
in first letter; address, “R, 2165,”’ care 
of JC- 





SALESMAN: preferably with silver 
background, to represent a line of 
fine silverplated hollowware, with a 
competitive and promotional line 
for Chicago, Dallas, Los Angeles 
and San Francisco areas; address, 


“S, 4102,” eare of JC-K. 


GOOD jewelry mechanic, age from thirty 
to forty: fine opportunity for a man 
capable of operating a small shop; the 
shop existed fifteen years; write ex- 
perience, where in the past employed; 
give information in detail; address, 
“S, 4094,” care of JC-K. 








SALESMEN: two sterling hollowware 
manufacturers with aggregate 95 years 
experience now merged; extensive line 
with outstanding promotions selling 
large volume; need good men Southeast 
and Chicago areas; Garden Silver- 
smiths Ltd., 132 W. 22nd St., New York 
City. 





OPENING for engraver or jeweler and 
engraver combination man; air condi- 
tioned building; hours 9:00 A.M. to 
5:00 P.M., one half day Saturday; 
salary $85.00 per week; in replying give 
full particulars; address reply to: Kel- 
ler & George, Box 791, Charlottesville, 
Virginia. 





WATCH and jewelry repair take-in man 
for suburban branch store; must be 
28-45, pleasant, cheerful, with wide 
knowledge of watch and jewelry repairs 
and prices; ability to sketch would be 
helpful; good salary, pleasant working 
conditions: Grunewald & Adams, Box 
270, Tucson, Arizona. 


JEWELRY STORE MANAGER: ex- 
perienced in managing a _ retail 
credit jewelry store in the middle- 
west, doing over $25,000.00; high 
salary, based on drawing account 
and percentage of volume or profits; 
state full details; age 30 to 45; re- 
plies strictly confidential; address, 


“R, 4126,” care of JC-K. 











SALES representative wanted by old 
established clock and watch factory; 
call on Drug and Jewelry whole- 
salers, Chain Stores, Department 
Stores, etc., greater Metropolitan 
New York territory; outstanding 
low priced watch line (pin lever) 
commission only; address, “G, 


4088,” care of JC-K. 
SALESMEN wanted—all sections, with 


extensive following among jewelry 
stores, small manufacturers and re- 
pairers, with a complete and na- 
tionally known line of gold, gold- 
filled and silver findings; send for 
catalog; National Findings Corp., 
125 W. 45th St., New York 36, N.Y., 
Judson 6-4842. 
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IMMEDIATE opening tor progressive, ex- 
perienced jewelry man to take over 
mid-western jewelry chain store; ex- 
cellent incentive plan and salary for 
qualified man in expanding organiza- 
tion; write detailed background and 
personal interview will be arranged; 
strict confidence; address, “S, 4103,” 
care of JC-K. 





LUCIEN PICCARD WATCH CORP., add- 
ing to sales staff; have opening in the 
following two territories; Idaho, Mon- 
tana, Wyoming, North Dakota, South 
Dakota, Nebraska; and Arkansas, Mis- 
sissippi, North Carolina, South Caro- 
lina ; please write full particulars as to 
experience, etc., confidential ; 37 W. 47th 
St., New York, N. Y. 





EXCELLENT situation for man in long 
established quality retail store, featur- 
ing diamonds and special order work: 
emphasis on diamond selling to top 
clientele ; opportunity for investment in 
firm; good future in rapidly growing 
southern city; give complete biographi- 
cal information to Hardy's, P. O. Box 
1686, Norfolk 1, Va. 





PROFITABLE companion line is of- 
fered by well established importer 
of clocks; good opportunity for rep- 
resentatives with following among 
wholesalers, distributors, credit jew- 
elers, etc., from States of Texas, 
Okla., Louisiana, Kansas, and Iowa, 
Minn. and Wis.; All details first 
letter; strictly confidential; address, 
“K, 4100,” care of JC-K. 





SALESMAN: Swartchild & Co., has one 
or two excellent openings: Metropolitan 
N. Y. C. Eastern territories from Penn- 
sylvania to Virginia; lucrative commis- 
sion; permanent; some material and 
supply experience desirable: this is a 
real opportunity for aggressive men: 
non-conflicting side line permitted; 
a call for appointn:ent ; Gramacy 

“mi 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay; 
state age, experience. People’s Watch 
Repair Company, 120 Summit St., To- 
ledo, Ohio. 





SALESMEN: nationally known diamond 
ring house adding to our sales organi- 
zation; requires two salesmen, one for 
southern territory and one for New 
England; men with established retail 
following only need apply; liberal com- 
missions, drawing against commission; 
give thorough antecedents in first let- 
ter; all information kept in strict con- 
cor: address, “R, 4043,” care of 





RETAIL SALESMAN—permanent open- 
ing for experienced, personable sales- 
man in fine jewelry store; 5 day week- 
no nights; send complete resume in- 
cluding photo and salary expected: also 
an opening for young junior salesman 
or saleswoman; excellent opportunity ; 
all replies acknowledged and kept in 
strict confidence. Direct reply to Lux, 
Bond & Green, Inc., 70 Pratt St., Hart- 
ford, Connecticut. 





SALESMAN for nationally known New 
York ring concern with following; 
Illinois, Wisconsin, Minnesota, Iowa 
and Missouri; covered by retired 
representative for thirty-five years; 
line consists of diamond and colored 
stones for delivery and is compre- 
hensive, with merchandise aids; 
drawing against commission; reply 
confidentially; M. H. Shiman & 
Co., Inc., 48 W. 48th St. New York 

36, N. Y. 





SALESMEN for direct jewelry store sales 
on commission, to carry A. T. Cross 
line of fine writing instruments in 
twelve and fourteen karat gold filled; 
territories open; Middle and South At- 
lantic, East North Central, West North 
Central, Mountain and Pacific States; 
must carry non-conflicting high qual- 
ity complementary lines; references and 
small photograph desired with resume; 
write W. R. Boss, Sales Manager, A. T. 
Cross Co., 1 Washington Ave., Provi- 
dence 5, R. I. 





JEWELRY box and display salesmen 
wanted for the following territories; 
south central, south western, western; 
no previous box experience required but 
you must have sold the jewelry trade 
or have had jewelry store experience : 
base draw against commission, plus 
traveling expenses; liberal incentive 
beginning with first dollar of sales: 
full time or side line men considered ; 
we are a leading national manufacturer. 
Address “M., 4089,” care of JC-K. 


For Sale 


Stores, Stocks and Businesses 








MIAMI, FLA., 100% location: 3 years 
old; $30,000; other interests; top 
growth area; clean stock and fixtures. 
Address “L., 4074,” care of JC-K. 





CENTRAL MICHIGAN jewelry and gift 
shop; beautiful interior: new modern 
front; Main street location; main shop- 
ping area for 25, Address “M., 
4113,” care of JC-K. 





JEWELRY store, exclusive neighborhood 
shopping district: ideal for watch 
maker ; repairs $9000.00 yearly; $10,000 
complete. Miles Olwine, 258 W. Portal, 
San Francisco, Cal. 





CREDIT jewelry; clean inventory, mod- 
ern; volume over hundred twenty-five 
thousand ; good accounts; wonderful op- 
portunity; illness forces action. Ad- 
dress “T., 4120,” care of JC-K. 





JEWELRY store in prosperous southeast 
Wisconsin town; due to illness in 
family will sacrifice; railway watch 
inspection; excellent location; apart- 
ment above. Mattice Jewelry, 403 
Lake St., Horicon, Wisconsin. 





JEWELRY store for sale; Florida West 
Coast city; good location, low rent, 
ideal store for man and wife; inven- 
tory about $18,000; will reduce to suit 
buyer; all replies confidential. Write, 
*D., 4099,” care of JC-K. 





CREDIT jewelry store; modern; 30 miles 
from Los Angeles in Orange County; 
established 30 years; $125,000 volume; 
$80,000 accounts receivable; $30,000 in- 
vemners. Address “C., 4087,” care of 





JEWELRY STORE: established fifteen 
years; wonderful repairs; good sales; 
no competition; opportunity unlimited; 
this proposition will stand rigid in- 
vestigation; in Cocoanut Grove, suburb 
4 a Address “A., 4129,” care of 





PHILADELPHIA: old established jewelry 
store; modern (fixtures; prominent 
corner location; suitable for chain or 
credit store operation; must sell im- 
mediately at a tremendous sacrifice be- 
cause of other interests. Address “R., 
4124,” care of JC-K. 





JEWELRY STORES—one of Connecti- 
cut’s best with large gift, small ap- 
pliance and luggage departments, plus 
greeting cards, radios, china and ster- 
ling—plenty of repairs; $35,000 com- 
plete or $10,000 for business only with 
all equipment, fixtures, etc. Address 
“S., 4115,” care of JC-K. 








EASTERN Massachusetts jewelry store, 
established twelve years; excellent fol- 
lowing with unusually good repair busi- 
ness; excellent location; main street; 
busy manufacturing town; cash store; 
annual gross over $17,000; pictures on 
request; fine opportunity to expand; 
reasonable rent. Address “F., 4065,” 
care of JC-K. 





MODERN cash jewelry store in prosper- 
ous North Shore suburb of Chicago; 
plenty of credit opportunities if de- 
sired ; excellent repairs more than cover 
overhead; clean live stock; business 
established 38 years; good lease avail- 
able with room to expand; fixtures, 
safes, etc., free; selling for inventory 
approximately $9,000. Address “M., 
4118,” care of JC-K. 





For Sale 


Tools, Equipments 





JEWELRY office with safe and large 
chest; northern corner, 5 windows; 
reasonable rental; midtown New York. 
Call 10:30 A. M.-5 P. M.; Judson 2- 
2836. 


Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying liquidating jewelry 
stores and stocks. Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston, Hancock 6-3235. 





ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 
4-7303, Chicago 26, Il. 





CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures; high- 
est prices paid; bank and trade refer- 
ences. Write 15 Maiden Lane, New 
York, telephone Rector 2-6565. 





BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 96. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage; bank and trade 
references. Write 54 Lispenard St., 
New York: telephone Canal 6-5233. 





JACK DICKINSON, experienced midwest 
jeweler auctioneer; complete liquida- 
tion of merchandise and fixtures or 
stock reduction; will get cost plus on 
over-all sale: 129 E. 5th, Wahoo 
Nebraska. 





(Continued on page 210) 
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LIQUIDATE? GORDON BROTHERS! 
t sale or auction, prestige or 
volame operation ... give your sale 
on commission basis the benefit of 
our 54 years éxperience and ex- 
tensive organization. 38 Bromfield 
St., Boston, Hancock 6-3233. 


SELL STORE? Gordon Brothers! Our 
reputation is your certainty . . 
of maximum price, speed, reliabil- 
ity, facilities to meet individual 
needs. Oldest and largest cash buy- 
ers in the country. 38 Bromfield 


St., Boston, Hancock 6-3233. 








STINSON SALES CoO., 18 Court St., 
Plymouth, Mass.; sales specialists and 
jewelry auctioneers for reputable jewel- 
ers for the past 35 years all over the 

. S&S. A.; jewelry stores bought for 
cash; tel. Plymouth 429; bank and 
trade references. 





WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash; 
oe wire or telephone Longacre 5- 
7388. 








HAVING business problems? Need cash? 
You can solve all these by running 
retail or auction sale or combination of 
both ; we also buy your stock for cash; 
no stock too large or too small. B. 
Schwadron, 217-02 Jamaica Ave., 
Queens, N. Y. Hollis 5-3335. 





A MARTY MILES SALE guarantees 
quick action-cash profits: our service 
costs you nothing; testimonial letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 
by terrific extra volume of sales profit- 
wise our efforts produce for you; every 
sale is carefully analyzed, planned in 
advance and is under constant super- 
vision of our executive staff; you can 
afford the best. Write, wire, phone 
Marty Miles Sales Inc., 910 N.E. 136th 
wet Miami, Florida; phone Plaza 
a“) ». 





DO you need cash? Examine our guar- 
antee sales methed of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years alone; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 147 for addi- 


tional details. 





AUCTION! AUCTION! AUCTION! 
It affords me much pleasure, wrote 
George W. Heffernan of Memphis, 
Tennessee, to recommend Thomas 
J. Faussett of Howell, Michigan, as 
a high class auctioneer for high 
class jewelers who are about to re- 
tire as I did; first of all, he is 
honest, enjoys a fine reputation, is 
a man of great talent and has had 
a vast experience in liquidating fine 
stores; he is trustworthy in every 
way and highly regarded by the top 
men of the trade in America; our 
sale was attended by the elite of the 
city who fell in love with him the 
very first session of our sale; this 
auction started on January 8 and 
ended January 31, 1958: I was 


well pleased with the results; work- 
ing the sale entirely alone, he dis- 
posed of the balance of our stock, 
consisting of Diamonds, Gold Jew- 
elry and Platinum Goods and fix- 
tures that inventoried $150,000.00; 
We are sure if you contemplate 
liquidating a fine store that it will 
pay you to have a conference with 
Mr. Faussett; America’s Best Known 
Jewelry Austioneer; Thomas J. 
— Howell, Michigan; Tel. 
721. 


Wanted to Purchase ~ 








SURPLUS? GORDON BROTHERS! 
With our wide outlests we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for 
details. 38 Bromfield St., Boston, 
Hancock 6-3233. 





WE want to buy store, or stores, in 
Southeast to expand our chain; if 
you are interested in selling, write 
“F, 4025,” care of JC-K. 





EXPANDING mid-western jewelry chain 
desires additional stores ; will consider 
buying outright or merging store with 
our credit operation ; strict confidence. 
Address “S., 4104,” care of JC-K. 





WILL buy store for cash; must be pres- 
tige cash store with established reputa- 
tion; no bonus or premium for good 
will, but will pay a fair and honest 
price for inventory; confidential, of 
course. Charles Shane, Jr., 234 Euclid 
Ave., Cleveland, Ohio. 





SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s or ladies’ 
set rings; anything you cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet; S. W. 

Hora, 1810 Netherwood Ave.. Mem- 

phis 14, Tenn. 








SPOT cash for diamonds, watches new 
or old, miscellaneous jewelry ; check 
by return mail subject to your ac- 
ceptance; we have unlimited capital 
for this purpose; established since 
1919; for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers’ Board of Trade, Harry 
Elkins & Company, 59 East Madi- 
son Street. Chicago, Illinois, Ran- 


dolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K, 108 Beale Ave., Memphis, 


Tenn. 








Watch Work, etc., for 
the Trade 








BOSTON, MASS.: expert and guaranteed 
watch repairing; watchmaster tested ; 
prompt service, prices on request: mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





FINE watch repairing for the trade: all 
work guaranteed for one year: 3 to 5 
days service; Watchmaster tested; rea- 
sonable prices. A. . Shierer, Watch- 
maker, 101 S. Marion St., Oak ‘lial Ill. 





QUALITY, guaranteed watch repairing to 
the trade; quick, accurate 5 day ser- 
vice; 40 years’ experience: fair prices. 
Joseph Mayers, 415 N. Beverly Drive, 
Beverly Hills, Calif. 





DEPENDABLE — fast — economical; 
watches safe guarded in Holmes 
vaults; all work watch-master test- 
ed; ask for price list or send trial 
order: Ticke Watch Repair, 962 
Flatbush Ave., Brooklyn 26, N. Y. 





QUALITY jewelry and watch repair- 
ing skillfully performed; fast, ac- 
curate service our specialty; your 
trial shipment and inquiry solicited ; 
Osear Aron, 62 West 47th St., New 
York, N. Y. 














EXPERT watch repairing, one year guar- 
antee—fast service: cleaning & over- 
hauling $1.75, cleaning & balance staff 
2.75: cleaning & MSP $2.50. Precision 
Watch Repair Co., 817 Sixth Avenue, 
New York 1, N. Y. 


COMPLICATED watch specialists ; fine 
watch repairing to the trade; five 
day service; all watches timed, 
tested and guaranteed; 25 years ex- 
perience: Studio Watch Service, 
1510-20 E. Delaware Place, Chicago 
11, Il. 








DEPENDABLE watch repair for the 
trade: good clean work and good ser- 
vice; experienced official R. R. inspec- 
tion and repair, G. T. W.: all watches 
timed and tested and workmanship 
guaranteed. M. L. Hall, 719 E. Third 
St., Flint, Michigan. 


To Let 


—— 





SPACE for rent—engraver, watchmaker, 
diamond or jewelry broker: reasonable 
rent, light office. 9 Maiden Lane, 
N. Y. C.: call Beekman 3-33958. 





BENCH space to let, suitable for diamond 
dealer, diamond setter, jeweler, watch- 
maker, engraver or polisher. 48 W. 48th 
St., Room 1001, New York City. 














STORE room 20’ by 24’: 75 years jewelry 
store; good location, ‘Geturen including 
safe: 7,000 population: good opportu- 
nity for watchmaker. Charles Hagener, 
Beardstown, Illinois. 


Special Order Work and 
Repairs for the Trade 





SAME DAY SERVICE: diamond and 
stone setting: jewelry repairing: hand 
engraving: rhodium flashing; pearl re- 
stringing. William V. Lindholm, Manu- 
facturing Jewelers, Post Office Box 
#791, Evansville, Indiana; price list on 
request. 
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Ged Gy Corecluciirn 


PANACEA FOR PRICE-CUTTING 


* NoT LONG Aco people thought it would be only a 
matter of time before new wonder drugs could cure 


every infectious ailment of the human body. One after 


another, miracle drugs poured from the laboratories, 
each with an impressive list of human ills it could con- 
quer; and physicians began pumping their patients full 
of antibiotics, even if the ailment was merely a bad 
case of the sniffles. 

Suddenly this golden age of unlimited faith came to 
an end. There were disturbing reports from research 
centers. The germs did not always lie down and die. 
Some were too clever to be blitzed. Some changed their 
nature, developed wildly into virulent new strains—and 
managed to thrive and multiply in spite of the drugs. 
The wonder drugs might actually be creating new 
diseases more dangerous than the old. 

By coincidence it was during this same period, that 
retail business experimented with its own wonder drug 
called Fair Trade. Starting in 1931 in California, and 
in 44 other states thereafter, Fair Trade laws were en- 
acted in a spirit of hope and confidence. Here, it 
seemed, was the cure-all for the price-cutting disease, a 
blessing that would insure the health of small business! 
Sad to say, it didn’t work out the way its idealistic sup- 
porters had hoped. Just as the wonder drugs of medi- 
cine produced resistant strains of infection, the Fair 
Trade formula gave birth to a new form of price-cut- 
ting competition more virulent than any the nation had 
experienced before. That unforeseen development was, 
of course, the discount house. 

Certainly, it was the establishment under law of uni- 
form prices that set the stage for the discount house. 
There was one so-called legal price for all sellers, re- 
gardless of size, location, method of business, type of 
operation or overhead. Was it strange that discount 
houses proliferated under the Fair Trade umbrella? 
Ethical jewelers held to established prices as well as they 
could (though, let’s admit it, most trade-ins were simply 
price-cutting under another name). Meanwhile, dis- 
tributors sold colossal orders to small jewelers (who 
peddled them at a slight profit around the corner) and 


then everybody “wondered” how the discount house got 
the merchandise. 

As the operator of one small jewelry store remarked 
the other day, “A watch manufacturer sells a watch for 
$19.75 and slaps a retail price of $52.50 on it. What's 
fair about that? Without the $52.50 price tag, the dis- 
count house would just have a watch on its hands.” 

So—since they are convinced that Fair Trade has 
increased price-cutting—many jewelers are far from dis- 
tressed at the recent abandonment of Fair Trade by a 
number of manufacturers. If Fair Trade actually “dies,” 
America’s jewelry stores will probably choose from 
among the following courses: 

1—Meet competitive prices on well-known branded 
merchandise if they have sufficient capital to fight it out. 
(This assumes that sooner or later discount houses, 
without the shelter of Fair Trade, will become just 
another kind of department store.) 2—Continue to 
stress instalment credit and thus sell to people who don’t 
have enough cash to buy from a price-slasher. 3—Seek 
out new lines of merchandise that promise a profitable 
return. 4—Soft-pedal specific brands which other stores 
can sell at lower prices and substitute brands on which 
a fair margin is assured. 

There are jewelers, of course, who hope that Uncle 
Sam will revive Fair Trade. The retail druggists asso- 
ciation, always the chief backer of Fair Trade, is now 
trying to organize a “united front of friends of small 
business” in support of H.R. 10527. This Federal bill 
would permit manufacturers to enforce established prices 
on their trademarked products through notice to dis- 
tributors. But it will be next year before Congress can 
vote on the measure and it is highly uncertain that Con- 
gress will enact any law that fixes prices and interferes 
with the free operation of the buyer-seller relationship 
on the market place. 

Whatever happens—whether the last vestiges of Fair 
Trade pass out of the picture, or whether a year from 
now new efforts succeed in reviving Fair Trade—retail 
jewelers are entering an exciting period that will call 
for wisdom, imagination and energy. It is also a time 
when salesmanship, honor and service—instead of the 
illusion of price protection—will be needed to insure 
the profitable operation of the jewelry store. 
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NBC Radio’s new SALESVERTISING 
plan solves an important problem 
for national advertisers with mod- 
erate budgets. That is, how to acti- 
vate all units of the distribution 
pipe-line in a marketing program. 


SALESVERTISING magnifies the value 
and impact of an advertiser’s net- 
work radio campaign, by getting 
greater action from his sales forces, 
wholesalers and retailers—to the 
point of stimulating local dealer tie- 
ins at local dealer expense! 


PROOF 5,000 local tie-in spots were 
placed by Evinrude dealers on NBC 
Radio’s affiliated stations. ‘This 
year’s NBC Radio schedule will be 
40% higher,” says Evinrude. 


PROOF For Waverly Fabric’s first 
campaign, 2,376 stores bought 13,000 
spots on NBC Radio affiliates. Waverly 
had never used network radio before... 
now slates 80% of its budget to NBC. 


PROOF With NBC Radio’s “Monitor,” 
Sterling Silversmiths of America 
mark their first network effort. Retail 
jewelers in 76 cities have already tied- 
in with more than 3,600 local spots. 


Retail tie-ins are just one phase of 
the activation generated by SALES- 
VERTISING. Everyone —right down 
the line —shares the excitement of 
a close-knit SELLING campaign 
planned to achieve benefits for all. 


SALESVERTISING plans are custom- 
designed for each advertiser. Your 
inquiry is invited for details and 
success stories in other industries. 


SALESVERTISING is an innovation in 
efficient marketing, developed by 
the NBC RADIO NETWORK. 


SALESVERTISING 


SETS MARKETING IN MOTION FOR YOU! 


NBC RADIO 
NETWORK 













































vv A perfect addition 
to the famous 
HEIRLOOM STERLING 
patterns! In 2,298 
personal interviews 
from coast to coast 
YOUNG LOVE* was 
selected from among 
sixty best-selling 
sterling patterns. 
Surprisingly heavy, 
the gently curving 
stems are deeply 
engraved to hold the 
contrasting oxidation 
...and the delicate 
leaves and roses are 
richly sculptured in 
full relief. 


CRAFTED 


ONEIDA SILVERSMITHS 


makers of distinctive tableware 





INTRODUCING THE NEWEST... MOST EXCITING PATTERN 


IN TREASURED Heirloom Sterling 


A new and exciting campaign has been developed to HELP YOU SELL: 


1. BROAD CONSUMER ADVERTISING. Art Linkletter and his lovely daughters 
will be featured in introductory ads in such magazines as Ladies’ Home Journa 
House Beautiful, House & Garden, Living for Young Homemakers, Seventeen, 
Bride’s Magazine and Modern Bride. Plus national TV participation shows. 


2. PRICES ROLLED BACK TO 1950 LeveL. During the introductory period, 
April 1 to June 15, the following place-setting prices will prevail (with full 
profit for the dealer): 


AFTER JUNE 15 


$24.00 
29.75 
34.75 


INTRODUCTORY PERIOD 
$17.50 
21.75 
24.75 


PLACE SETTING 
4-Piece 
5-Piece 
6-Piece 


3. 50-60 COOPERATIVE ADVERTISING. During the introductory period 
Oncida will offer 50-50 cooperative advertising. Contact your HEIRLOOM 
STERLING representative or write for complete details. 

4. POINT-OF-SALE Alps. Unusual displays, reprint cards, circulars, 
newspaper mats, etc., plus new introductory items. 

S. STERLING SILVERSMITHS OF AMERICA. HEIRLOOM STERLING is actively 
participating in the Sterling Silversmiths of America program. So remember . . 


Sterling is for NOW. . . and the profit 1s for YOU! 


BY HEMLOOM™ STERLING 
community® siverriate 
ONEMDACRAFY® sTAINLESS 


*TRADEMARKS OF ONEIDA LTD 
ONEIDA. N Y¥ 


>... FASTER TURNOVER WITH THESE UNIQUE INTRODUCTORY OFFERS! 


ffervicom 
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Party set. Heiscy free-form smoked- 
glass bowl with pierced relish or nut 
spoon. Gift-boxed. Retail, $4.95. 


Scarf or tape! pin. Individually 
wrapped. Sold in assortmen‘s of six with 
free display. Retail, $1.50, tax included. 


Colorful hatbox window display and counter display 
will attract customers to your storc this spring selling season. 
Both are free with minimum orders. 





